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US Ss 


Proven the WORLD’S FINEST! 


USE a dependable single source for the finest artists’ materials in the world... for a broad Craftint 
line of Show Card Colors + Artists’ Oil Colors * Artists’ Water Colors + Artists’ Specialties and Staples 
- School Supplies + Brushes + “Scrink’’ Screen Process Inks + Flat and Gloss Screen Process Colors 
* Bulletin Colors + Japan Colors + Strathmore Papers and Pads + Craftint Papers and Pads + Shading 
Mediums + Drawing Inks * PLUS Hobby and Crafts Supplies and many other top-level products. 


CRAFTINT 
“KLEEN-STIK” RUBBER CEMENT 


Exactly what the name implies...IT’S CLEAN ... IT 
STICKS! For perfection and ease in mounting and past- 
ing. ““Kleen-Stik”’ is the constant choice of professionals. 
Perfect for office, studio, school or home use! It lays right 
and sticks tight! It peels cleanly from all surfaces when 
desired. The finest genuine rubber cement on the market, 
“Kleen-Stik” is made of pure, pale, crepe rubber. Will 
not stain or smear ink and will not wrinkle the thinnest 


of tissues. 


Available in 4-ounce Desk Bottle (Brush a 

ia: Craftint MANUFACTURING CO. 
NEW YORK e CLEVELAND e@ CHICAGO 

vorite art supply store, or write Main Office: 1615 Collamer Ave., Cleveland 10, O. 


in Cap), pints, quarts and gallons. 





SNOWLAND BOND 


Serving the world in so many ways...so well 


The performance-plus utility and many varied uses of SNOWLAND BOND 
give you a head start on any job. Whether it be a light weight letterhead, 
a colorful brochure, a dynamic direct mail piece or even an eye-catching menu, 
SNOWLAND BOND adds impact to your message, economy to your budget. 
Wherever your business operations, whatever your paper use... 

SNOWLAND BOND may very well be the answer to your paper problems. 

See for yourself the superior qualities of this economically 

priced unwatermarked bond...write Fraser today — 

420 Lexington Avenue, New York 17, N. Y.— 


for your free SNOWLAND sample book. 
Mills: 


Madawaska, Maine F R AS E R PA P E R 
Sales Offices: Li M ITE D 


New York 
Chicago 





NEW DC-7 
CARGOLINERS 


GIVE 


UNITED AIR FREIGHT 


MORE SPEED, 
MORE CAPACITY 


United Air Lines is rapidly adding big, fast (865 mph) 
DC-7 Cargoliners to its all-freight fleet, to help you 


speed deliveries . . 


. reduce distribution costs. And Reserved Air 
Freight (RAF) is available on every flight to give 
you added assurance of on-time delivery. For the 


ultimate in shipping speed, you can choose reliable 


UNITED 


. serve customers more efficiently 


RAF /Jet Freight on United’s DC-8 Jets. And, of 
United Air Freight 
receives extra care in handling and expediting. So 


course, every shipment via 


wherever, whenever, whatever you ship . . . ship 
best way — United Air Freight. Call any United Sales 
Office or write to United Air Lines, Cargo Sales 
Division, 36 S. Wabash Avenue, Chicago 3, Illinois. 


FLY UNITED AND SHIP UNITED 


Gay FOR EXTRA CARE SERVICE 
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Just Clluein Us 


Who's the Sales Promotion Executive of the Year? 


In the May issue of Advertising Requirements, appearing just ahead 
of the annual meeting of the Sales Promotion Executives' Association in 
New York April 25-27, the Sales Promotion Executive of the Year for 
1959 will be announced. 


This award, established last year, is symbolized by a plaque presented 
by Advertising Requirements. The 1958 award went to J. K. Duncan, sales 
promotion manager of S. C. Johnson & Son, Racine, Wis., largely for his 
fine work in the successful introduction of Pledge. 


This unique award throws the spotlight on the important activities 
embraced by sales promotion, and helps to visualize all of the things a 
successful sales promotion manager does to help hisS company move its prod- 
ucts, new and old, into consumption. 


There are many outstanding sales promotion executives in the United 
States. No one field of business and no one geographical territory has a 
monopoly on creative thinking in sales promotion work. The award, regard- 
less of who the winner for 1959 turns out to be, will impress business 
management with the importance of the function and with the contributions 
which sales promotion can make to the acceleration of progress in build- 
ing markets and making new customers. 


Advertising Requirements, believing as it does in the importance of 
the work of SPEA, is happy to provide the award annually to the sales 


executive chosen by the association for outstanding work in this rapidly 
expanding field. 


The announcement of the winner next month will be greeted with the 
enthusiasm an outstanding performance always justifies. 


SRB 


G. D. Crain Jr. 
Publisher 
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Just another 
wire display? 


Advwertising 


— - Well hardly: Requirements 


Why Not be Off-Beat? ..... eee 
A look at some of the unusual techniques which adver- 
tisers have adopted to promote their products. BETTE MACON 


® Legal Problems in Advertising — Ill ....... 
The third excerpt from Kenyon & Eckhardt’s legal manual 
covers contracts, contests and cooperative advertising. 


What Lies Ahead for Premium Buyers? ............... 
A look at what the next decade will bring to premium 
users and buyers, based on an industry survey. 


JAMEs M. C. TIGHE 


How to Buy Balloons ... = 
This Advertisers Buying Guide tells how balloons are used, 
how they are made, and how to get the ones you need. 


Rosert B. Konrkow 
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This one is unusual because it 
is getting and holding locations 


in better class stores that usually How to Get More for your Direct Mail Dollar 


What direct mail can do for you in all its versatility is 
cited, in chapter and verse. 


demand much more expensive 
wood or sheet metal displays. 


How was it done ? Through the 
combined knowledge of the ad- A Newspaper Changes its Face ..... 
vertiser and our design group. When the “ 


oe. be Oe 6 © 8 64 oe eee 


Chicago American” started to be printed in the 
Appearance is part of the an- Tribune’s” plant, there were many problems. 

swer of course. We often use wood 

or hardboard panels to dress up How to Read Fortune in Bed see 

displays. In this case our designers A typographic tour de force will bring a chuckle to all 

were able to complement an at- who like typefaces and their romantic names. 

tractive functional arrangement of 

the product with a clean simple How Design Unified a Product Line ................2... 


appearance-design using wire U. S. Plywood made a family out of a line of products 
alone. This resulted in a substan- 
tial saving. 


e664 © 6 @ 6 £6 oe 68 6 @ 0.6 6 


through package design and color. 


The advertiser carefully Why Bowes Uses ID. oe or’ behead ae ee Oe eS 
planned the assortment for great- Sales of a package the consumer never sees were boosted 
est turnover of each item, so as to by adding pretty sweater girls to the package design. 
help the retailer get maximum 
sales from the space used. He also How to Put Your Story Board on Film ................. 
wisely elected to use a small sign 
so that the display can serve as a 
fixture in quality outlets. 


A British advertising agency reports on a technique de- 
veloped to make client acceptance simpler. 


Let us work with you on your Jackpot Draws Early Morning Audience ............... 
next display problem A dollar-a-day jackpot has succeeded in building audience 
and business for a small-town retailer. Rocer W. Dana 

INDIANA WIRE & SPECIALTY CO., INC 


DALY and SHELBY STREETS Why — and How — Lionel Produced its own Catalog ... . 
INDIANAPOLIS, INDIANA Lionel’s full-color catalog, with its run of 2} 


Manutacturers and Designers of Displays from written, designed and produced internally. 
Wire in combination with other materials 


since 1945. 


» million, is 


Ce ECT CRT CE eT eee ee ee 
Italian house organs have all the qualities of consumer 
magazines, in both design and concept. 


Maurice BENSOUSSAN 
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now from 
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OF CONTENTS 


How to Stretch an Idea 
A clothing manufacturer, working closely with his printer, 
managed to get a little artwork to goa long way. 


Training on Wheels 
How Armstrong Cork used 22 trailers with built-in exhibits 
to get dealers to merchandise. H. C. Lone Jr. 


How to Make Health Popular 
It took skilful promotion to attract 110,000 people to a five- 
day show, in spite of a newspaper strike. RoceErR D. BoNHAM 


Exhibit Sells Homes 
A Florida home builder has found that an exhibit hall of 
construction details sped up sales. Epwarp G. Dickson 


How to Photograph a Roof 
When Carey Mfg. Co. wanted photos of its products in ac- 
tion, from New England to Hawaii, it forced photographers 
to be ingenious. 


i Recipe for Art Files 
How one agency has solved the problem of filing artwork so 
it can find it when it needs it. EsTHER M. Harris 


Outdoor Clocks as an Advertising Tool 
Everybody wants to know the time, and outdoor clocks are 
used to call attention to advertising. RussELL W. VANCE 


Reader Board Sign Pays Off 
West Coast dry cleaner has found that promoting himself 
just one week out of three on his own sign is best. 


JAY WILLIAMSON 


conceived for 
award-winning 


@ Articles for your Adman’s Handbook 


design. There's a sud- 
den drama about Torino: the vigor 
of original Bodoni, the delicacy of 
Didot, condensed and lengthened 
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AR Reprints . 


for grace and impact. 8 to 48 point, 
Roman and Italic. Send for beau- 
tiful specimen sheets, printed at 
the Nebiolo Typefoundry, Turin, 
Italy. 


AMSTERDAM CONTINENTAL TYPES 
& GRAPHIC EQUIPMENT INC. 


268-276 Fourth Ave., New York 10,N, Y, 
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ANGRY?? 


Sure I was angry! I’ve been 
using Crescent Cardboard Prod- 
ucts at the studio and home for 
15 years, then this young artist 
we just hired for wash drawings 
tells me he has to work on im- 
ported board. 


Well, I told him I had some- 
thing better, made right here in 
the states. Yessir! I showed him 
some Crescent Extra Heavy 
Water Color Board with the 
100°% Strathmore surface. 

Let me tell you... he changed 
his tune pretty quick. Like I’ve 
always said... you can’t beat 
CRESCENT CARDBOARD 
PRODUCTS! 


CRESCENT 
CARDBOARD 
COMPANY 


1240 N. HOMAN AVE./CHICAGO 51, ILL. 
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The Editors 


Vholabook 


ltd LA 


Guide to P.R. Men... 


Why not avoid some 
of the things which 
make editors unhappy? 


Editors and public relations men 
lead a kind of symbiotic existence 
Neither one can live completely 
without the other, but neither likes 
to have his dependence on the other 
rubbed in. 

Many of us have worked both 
sides of the street, and this is help- 
ful. Knowing the other man’s prob- 
lems always-——or 
anyway 
with him 

But judging from 
things that 


almost always, 
makes it easier to work 


some of the 
arrive in an editor's 
mail, there are still too many p.r. 
people who seem to have no con- 
cept of how an editor operates or 
how a magazine is put together 

In many ways, the editor’s job 
is simpler. He has a single criterion 
by which he judges the value of 
a new release: Will this be useful 
to my readers? The p.r. man is torn 
two ways. He must please the edi- 
tor, and this can be done only by 
thinking of the readers with which 
the editor is concerned, and he 
must, at the same time, satisfy his 
client, to whom there is only one 
company which is important. Some- 
times these two interests coincide, 
but more often they do not. 

In addition, the editor can con- 
centrate on the needs of a single 
group, his readers, and this is easily 
a full time job. The p.r. man, on 
the other hand, sends releases or 
articles to many different editors, 
trying to meet their varied needs. 


> But in spite of the problems of 
being a p.r. man, one would think 
that, on the whole, they could do 
a better job of understanding and 
filling the needs of the editors. A 
look at the daily mail would soon 
show that this simply isn’t true. 
While there are many good pub- 
licity people, there are many who 
seem rank amateurs, who may be 


Display typefaces in this issue 
Tempo Black Extended; 44 
Gothic Heavy; 63 


29—AMistral; 33—Karnak Intermediate; 37— 
Venus Extrabold Extended & Balloon Extrabold; 53— 
Craw Clarendon; 65—Coronet Bold & Fournier; 71—-Tempo Bold; 


doing their clients more harm than 
good. 

Every editor has his pet peeves, 
has mannerisms and _ approaches 
that he finds particularly annoying, 
and we are no exception. For what 
good it does, here are listed, in no 
special order, some p.r. approaches 
that we find bothersome. 


© The unenclosed example 

This is the release that says that 
the Yay Company has just issued 
its most handsome catalog ever, 
listing its complete line, and con- 
taining a valuable checklist which 
should be consulted before you or- 
der. A copy will be sent, the re- 
lease ends, to any reader who wish- 
es one. But a copy is not enclosed 
with the release. 

Why not? If it’s economy, it’s 
false economy. For an editor can 
write a better description of a cat- 
alog for his readers than anybody 
else. He should, and almost always 
does, know the interests and needs 
of his readers better than anybody 
else. He should be able to look at 
a catalog, a brochure or any other 
piece, and select those points with- 
in it that are of the greatest interest 
to the greatest number of his read- 
ers. That’s his job. If the p.r. man 
wants to get the maximum num- 
ber of catalogs into the hands of 
prospects of the greatest quality, 
he ought to avail himself of this 
experience. 

Perhaps the catalogs aren't off the 
press, and the company wants to 
speed up the process of getting pub- 
licity. Then play fair with the edi- 
tor, and tell him so in the release. 
Then send him a copy when it does 
come out. 

In any case, the editor is in- 
terested in anything and everything 


wie wie 
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Mational_d«rills go to town... 
ALL DRESSED UP IN SORG’s Neale Finish ! 


OP TE 


“We've used PLATE FINISH 


with excellent success” 


Bled al Ma mer et eT ie} 
with excellent success for the past 


_ 

—s six years in producing the more 
than 1,000,000 drill envelopes 

. needed annually here at National. 
The exceptional folding qualities 


and uniform strength of the stock 

have made it ideal for the packaging of sharply pointed 
ATL eee eb MM Th ole Meet eel] Mea Teli 
in the larger sizes. Moreover, our drill package must not only 
have strength but must also have a bright whiteness to em- 
phasize the white reverses used in the two-color printing of 
the package. We sincerely feel that the many favorable 
comments received on our drill envelopes— both for attractive- 
ness and long life—are due in large measure to the consistent 
high quality of Sorg's Plate Finish.” 

R. Elliot Jose 

National Twist Drill & Tool Co. 

Rochester, Michigan 


Here’s why PLATE FINISH is so versatile! 


Only Sorg’s Plate Finish—with its assurance of superior results in both 
pressroom and bindery—could have performed so well in the two-color 
printing, spot varnishing, die-cutting, scoring, folding, glueing and grom- 
metting required in producing the National drill envelopes shown above. 
But as paper buyers everywhere have found—this is just a typical perform- 
ance for Plate Finish . . . a tough, cylinder-made stock that meets the 
specifications for hundreds of different printing jobs. Possessing a gleam- 
ing-smooth surface and carried in stock in tag, bristol, and cover sizes in 
12 colors and white—Plate Finish is used over and over for jobs ranging 

| from clothing price tags to four-color process printed catalog covers. 
a ee. ben a S Ask your Sorg distributor for sample sheets of Plate Finish for your own 
Sample Portfolio and the Plate Finish | Pfess-testing. You'll be especially impressed with the new brighter, truer 
Swatch Book. Call him today. white and the new red now available in Plate Finish. 


paper COMPANY : Middletown, Ohio 


hes 


THE SORG 


® Manufacturer's and Converters of Stock Line and Specialty Papers 
Meerear er Offices in NEW YORK « CHICAGO «+ BOSTON « ST. LOUIS « LOS ANGELES 
SORG STOCK LINES 
WHITE SOREX « CREAM SOREX « LEATHER EMBOSSED COVER « PLATE FINISH « EQUATOR INDEX BRISTOL + REGISTER BOND 


MIDDLETOWN POST CARD «+ 410 TRANSLUCENT « EQUATOR LEDGER « SORG'S BLOTTING «+ BRILLIANT VELLUM 
TENSALEX « GRANITEX « PARCHTEX 
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that interests his reader: If you 
re willing to send out something 
to hi editors the 


ending them copic 


readers, pay the 
compliment ol 


too 


Our current practice is to avoid 
vriting up such releases If we 
know the company, know its stand- 
ing or if the description sounds in- 
teresting, we will return the re- 
lease to its source, with a pencilled 
marginal note 


to look at 


asking for a copy 
gut this annoys us, because it 
takes time, makes for double han- 
dling, and costs us an envelope and 
a stamp unnecessarily 


© The unlocated client Why 
don’t releases include the full ad- 
dress of the company about which 
the release is written? Many do, of 
course, but a surprising number 
give no indication of the client’s lo- 
cation 

Every item in this magazine is 
included because we feel it will in- 
terest 


some readers, will suggest 


to them some item which will make 
them more effective in their jobs. 
When we create such interest, ac- 
tion often follows. The interested 
reader will want to know 
about the product we 


more 
have de- 
scribed, will want to get in touch 
with the source. We try to give 
him enough information to permit 
him to do so. If he doesn’t find it 
in the item itself, he will often write 
or call our editorial offices. 

Here again, if we are to write up 
the item properly, we have to spend 
time tracking down the client, time 
that we begrudge. 
© The 


uninformative letter 


This isn’t a very serious peeve, but 
nonetheless a bothersome one. It’s 
an extra piece of 


paper, an un- 
necessary paperclip, for an over- 
whelmed editor to handle. 

Clipped to the release is an in- 
dividually-addressed, individually- 
typed letter which says no more 
than that there is a release at- 
tached which “we hope you will 
find interesting, and which you will 
call to the attention of your read- 
ers.” And that’s all. No additional 
information, no real personaliza- 
tion, but just a second piece of 
paper that has to be read, and on 
which a decision has to be made. 

Covering letters can be _ useful, 
when they convey information that 
is not in the release, not of interest 
to the general release list, but is of 
interest to the particular individual. 
For example, the release announc- 
ing the appointment of an ad man- 
ager might not include his college, 
but if you were to send a copy to 
his alumni journal, the covering let- 
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ter could very well call attention to 
this affiliation 

Or take the release that accom- 
panies an annual report. It must 
be designed for a wide range of 
publications, 


from newspapers to 


highly specialized business maga- 
zines, and is therefore general in 
nature. A covering letter that calls 
the editor's attention to a sentence 
or a paragraph of particular per- 
tinence to his field will be welcome, 
because it helps him speed up his 
handling 

But save us from the covering 
letter that says nothing! 


e The 


doesn’t 


unreadable copy .. . It 
very often, and 


when it does, it isn’t very annoying, 


happen 


but every once in a while a release 
will be received that is illegible. 
This is usually when the list is 
small, and the typist figures she can 
get away with a single batch of 
onionskins. Pity the poor editor who 
gets the 10th or 12th or whatever 
number lies just beyond the range 
of capability of the particular com- 
bination of typewriter, paper and 
carbon paper used. 

The reason it isn’t very annoying 
is that such a release gets thrown 
in the basket without delay. 


@e The unreasonable request 
Asking an editor when a release 
will appear, or what has happened 
to a release that had been sent in a 
week or two earlier, usually gets 
you nowhere, and merely displays 
an ignorance of how a magazine 
is put together. 

It varies with magazines, of 
course, but for most of us, short 
items are regarded as fillers, and 
how many we can use depends upon 
the varying amount of space avail- 
able to us. Which of the items we 
use also depends upon how they 
happen to fit together, with the con- 
siderations of ease and appearance 
often outweighing content. We at 
AR, for example, can’t be sure that 
any specific item will be used until 


JONES 
‘le F 


Yenvie, 


wos CALLING WHO NAMES 2?” 


the issue containing it has actually 
gone to the printer. 

Once a release gets into the chan- 
nels of editorial production, it is 
difficult to trace. It is first screened 
the day it arrives. If it doesn’t seem 
usable, it goes into the basket, and 
is wiped from the editor's mind 
Show him the same release a cou- 
ple of weeks later, and the chances 
are he'll not remember seeing. it 

If it doesn’t get thrown away, it 
gets put in a folder which holds all 
the releases covering one of the 
nine departments of which AR is 
made up. When it is time for the 
appropriate staff member to work 
on that department, he sees what 
we have held over from previous 
issues, sees about how much more 
copy we need written, and picks 
what he considers the best releases 
to write about. 

If your release is selected at this 
stage, it gets set in type, one step 
nearer to actual use. If it gets passed 
over, it waits until the next month’s 
competition. After several months 
in the folder, it gets too old, and 
is thrown away. 

That’s why we can't tell you 
when an item will be used, and 
why we get annoyed when we are 
asked to be specific. It makes us 
look ignorant, and we don't like 
that. 


© The uncouth pressure ... This 
need be mentioned only briefly. The 
p.r. man who says, along with his 
release, that advertising schedules 
may depend upon the response to 
the item when it is run, risks hav- 
ing his release thrown in the basket 
without further reading or thought. 
The application of any kind of pres- 
sure of this sort is one of the surest 
ways to annoy an editor. 

And an annoyed editor's first re- 
action is to use the wastebasket. On 
AR, we try not to be influenced 
against a product by the bad habits 
of its sponsor. If the item is useful, 
if we think our readers ought to 
know about it, we try to ignore the 
covering letter, but it is difficult. 
Why make things difficult for an 


editor? 


@ The undisguised plug ... When a 
p.r. man is writing to please two 
bosses the editor and the client 

- he has a narrow trail down which 
to go. The client wants his name 
mentioned frequently and favorably, 
in as much detail as possible, and 
he sees the release first. The editor 
objects to over-plugging. 

This becomes more of a problem 
in feature stories than in short re- 
leases, and fortunately, it can be 
handled more easily in longer 
pieces. The best technique, for both 





YOUR PRINTING » 
COMES TO LIFE 
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TRUE-TO-LIFE 
REPRODUCTION ... 
ASSURED ALWAYS 
BY THE UNIFORM 
QUALITY OF 


“Wehoose. 


OFFSET 


To obtain the colorful, life-like reproduction shown here 
requires a paper that always assures uniform impressions and accurate Fi 
register. Nekoosa Offset is that paper . . . afactthatisrapidy §j 
making Nekoosa Offset first choice among America’s leading 
designers and producers of fine printing. Available in ; 2 
white and eight eye-appealing pastel colors. 
Regular finish and a variety of unusual fancy finishes. | 
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Next Month in. Gs f 


Who will be the 
Sales Promotion 
Executive 
of the year? 


Each year the Sales Promotion 
Executives Association selects 
the outstanding s.p. executive 
to receive the AR award. He 
will be named and the pro- 
gram which brought him dis- 
tinction will be described in 
detail in this issue. 


All about product replicas 


WES How you can use miniatures 
of your product, what mate- 
rials are available, and how to 
FNEKe go about getting them. 
How the California Oil Co. 


turned a problem into a plus 


It’s hard to change a brand name, especially in 
a highly competitive market, but here’s how a 
changeover resulted in increased sales. 


How a Playboy promotion was 
both successful and profitable. 
Playboy’s Jazz Festival started out as to build 
goodwill, but effective planning and _ publicity 


made it self-supporting as well. 


Making color photography go 
a long way in a catalog 


Brunswick-Balke-Collender’s 
school division made multiple 


, use of expensive photography 
os to make its first full-line cata- 
log more attractive. 


p.r. man and editor, is to combine 
the material that pleases the client 
in one, easily-deleted paragraph. 
The client reads the draft, sees the 
laudatory matter, and approves. The 
editor reads the manuscript, sees 
the laudatory matter, and uses his 
blue pencil judiciously. 

When the edited article appears, 
the client is happy to see his mate- 
rial in print, and can’t blame his 
p.r. man for making a good effort. 


> There are other peeves, of course. 
There’s the fifth carbon copy re- 
lease, on which the words “Exclu- 
sive to you” have been typed. 
There’s the release which tries to 
palm off as new what both editor 
and p.r. man know is not. And 
others. Any editor can add to the 
list his pet peeves. a4 


Conventions 


All meetings listed here are annual 
conventions, unless otherwise described. 


APRIL 


4-6 .. . National Packaging Conierence, 
Convention Hall, Atlantic City 


4-7 .. . 29th National Packaging Exposi- 
tion, American Management Assn. Con- 
vention Hall, Atlantic City 


4-7... Natl. Premium Exposition, Pre- 
mium Advertising Assn. of America, Navy 
Pier, Chicago 


10-14 . . . National Assn. of Transporta 
tion Advertising, Casa Blanca, Scottsdale, 


Ariz. 


13-14 . . . Visual Communications Con- 
ference, Art Directors Club of New York, 
Waldorf-Astoria, New York 


13-16 . . . American Public Relations 
Assn., The Greenbrier, White Sulphur 
Springs, W. Va. 


20-27 . . . Interpack ’60, German Ma- 
chinery Manufacturers’ Assn., Dusseldorf, 
Germany 


21-23 .. . American Assn. of Advertising 
{gencies, Boca Raton, Fla. 


22-23 .. . American Film Festival, Edu- 
cational Film Library Assn., Barbizon- 
Plaza, New York 


25-27 . . . Spring Technical Conference 
& Exhibition, Intl. Assn. of Electrotypers 
& Stereotypers Inc., Sheraton-Gibson, Cin- 
cinnati 


25-27 . . . Sales Promotion Executives 
Assn., Astor, New York 


25-28 ... Lithographers & Printers Natl. 
issn., Boca Raton Club, Boca Raton, Fla. 


26-28 ... Industrial Audio-Visual Assn.. 


Chicago 
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G-E “Steps to Profit" 


Stepping up’’ impulse sal 
se (ceneral Eleetrie lamp bulbs 
quired outstanding P.O.P. So 


Advertising Dept. of G-F’s Large 
Lamp Dept... Nela Park, Ohio, got 
it in these life-size die-cut foot 


Stik, they 
of the bulb display The 


ih sive, 
ing, moisture even washing 


‘forward step’’ in imaginative 
production by Execello 


Po Pp 
Specialty Co., Cleveland 


The World’s Most Versatile 
Self-Sticking Adhesive 





IDEA NO. 166 


"...and SIX to go!” 


Beer-buying customers echo these 
words with gratifying regularity 
for F. & M. Shaefer Brewing Co., 
Brooklyn—thanks in part to this 
ingenious miniature 6-pack display 
in package stores. It’s a Kleen- 
Stik “Slide-Stik” colorfully 
yrinted, cleverly die-cut, and 
ates d with two strips of moisture- 
less Kleen-Stik. Pulling the tabs 
pops it out in realistic third dimen- 
sion . . and the peel-and-press 
adhesive holds tight on wall, counter, 
cash register—any smooth, hard 
surface. Norm Githens, Pres. of 
Githens-Sohl Corp., NYC, did 
up the neat production package. 


For ideas that “click”... use 
n-Stik! Your regular 
r, lithographer, or silk 
screener will give y« ils 
—or write for our ““Idea-of- 
the-Month service. 













PRODUCTS, INC. 


7300 West Wilson Avenue 
Chicago 31, Iilinois 
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prints! Silk-screened in glowing 
fluorescent on Kleen-Stik Vinyl- 
attach with a quick 
peel-and-press to the floor in front 
tough 
plastic film, with its heavy-duty 
“stands up” under scuff- 
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MAY 


1-7 F Society of Motion Picture and 
Television Engineers Ambassador Los 
Angele s 

3-7 {dvertising Services Exh bition 


Exhibition Hall, Harrogate, England 


5-8 Vational Art Materials Trade 
{ssr Kdvewater Beach, Chicago 

5-8 . Natl {ssn. of Photo-Lithog 
hers, Conrad Hilton, Chicago 

7-13 Natl. Conference The Society 
f the Plasti: Industry Ine Queen ot 
Bermuda en route 

8-10 Magazine Publishers Assn., The 

(,reenbriet White Sulphur Springs W 
Va 

10-13 Catholic Press Assn., Statler 


Hilton, Washington 
12-13 . » Special Marketing Conference 


{merican Vanagement {ssn Yrake 
(hicago 

13-14 Point-of-Purchase Advertising 
Institute, third annual meeting, Maytlower 
Washington 

15-18 Business Aids Show, Natl. Sales 
Executives, Statler-Hilton, Buffalo, N y 
18-20 Vational Sales Executives, Stat 


ler Hilton, Buffalo 


23-25 . {ssociation of Railroad Adver 
tising Managers, Diplomat, Hollywood, Fla 


Research & Engineering 


23-25 
l Graphic Arts, Biltmore, 


Council of the 
Dayton, Ohio 


23-26 Design Engineering Show, 
Coliseum, New York 
29-June 1 {dvert sing Fede ition 


W Idorf Astoria, New York 


ot Ame ricd, 


JUNE 

1-3 International Advertising Assn 
Waldorf-Astoria. New York 

5-8 . . . Assn. of Industrial Advertisers 
Show, Shoreham, Washington 

5-9 . Ninth Natl. Plastics Exposition, 


The Society of the Plastics Industry Inc., 
Coliseum, New York 


5-9 . . . SPI National Conference, The 
Society of the Plastics Industry Inc., Com- 


modore, New y ork 


5-9 . . . International Convention, Adver- 
tising Federation of America, Astor, New 


York 


8-9 . . . Circulation Seminar for Business 
Publications, Pick-Congress, Chicago 


8-10... Intl. Council of Industrial Editors, 


Chase, St. Louis 


13-17 . . . International Advertising Film 
Festival, Lido, Venice, Italy 


19-23 ... Fall & Christmas Market Week, 
National Assn. of Display Industries, Trade 
Show Building, New York 


19-25 ... International Design Conference, 
Aspen, ( olo. 


20-22 . . . Technical Assn. of the Graphic 
Arts, Sheraton-Park, Washington 


20-July 5 Chicago International 
Trade Fair, Navy Pier, Chicago 


JULY 


Bote ss Professional Photographers o} 


frmeric Conrad-Hilton, Chicago 

10-14 {merican College Public Rela 
tions Assn. Sheraton Park, Washington, 
1b 

11-16 World ¢ ongress oft Outdoor 


{dvertising, Toronto, Canada 


11-16 Outdoor Advertising Assn of 
{merica, Royal York, Toronto, Ont 
AUGUST 

2-5 : {dvertising Age Creative Work 


shop, Palmer House, Chicago 


2-8 {dvertising Specialty National 
{ssn., Palmer House, Chicago 

6-9 . . National Audio Visual Assn 
Morrison, Chicago 

7-11 . . International Assn. of Printing 
House Craftsmen, Biltmore, Atlanta 
21-26 Gilt Shou Trade Show Bl ig., 
New York 

SEPTEMBER 

11-14 Produce Packaging Exposition 


Americana, Miami Beach 





A.1.A. Best Seller Awards 


Sponsored by Association of Industrial 
{dvertisers, 271 Madison Av., New York 
16. Open to advertisers and agencies de 
scribing and documenting campaigns 
which have been successful in aiding 
the marketing of goods or services to 
business or industry. Only material that 
appeared during the calendar year of 
1959 may be included. Entry fee is $15 
for each entry. There is no limit to the 
number of entries any advertiser may 
submit. 

Closes March 31, 1960 


Text Paper Contest 
Sponsored by Text Paper Manufacturers 
Group, Rm. 3908, 122 East 42nd St., 
Vew York 17. Open to advertisers, 
printers and ad agency personnel for the 
best statement of 100 words or less on 
“Why Text Papers Are Used For Effec- 
tive Printed Pieces.” Only one entry 
may be submitted by each contestant 
and entries shall be the original work 
of the entrant. Entries must be type- 
written, double-spaced, on company let- 
terhead. Three top prizes are $1,000; 
$250; $100; five honorable mention 
prizes of $50 each. All entries will be- 
come the property of the Text Paper 
Manufacturers Group; decision of the 
judges will be final in all matters. 
Closes April 15, 1960 


Advertising Hall of Fame 

Sponsored by Advertising Federation of 
America, 250 W. 57th St., New York 19. 
To honor men and women in advertis- 
ing, deceased at least two years at time 
of election, who have rendered special 
services in the upbuilding and advance- 
ment of the industry. Nominations should 
be sent to Advertising Federation of 
America. 

Closes April 20, 1960 


Car Card Awards 
Sponsored by Natl. Assn. of Transporta- 
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tion Advertising Inc., 10 E. 43rd St., 


Vew York 17. Monthly competition 

open to advertisers, agencies and graph- xr Ki x kk 
ic arts leaders for best car card of the 

month. Winning entry will be picked 

from a different city each month from © 

among car cards submitted by NATA 

members, agencies and _ advertisers Ee e& ec iL oO pet 
throughout the country. Best of monthly 

winners will receive award for the out 


standing car card of the year. 
Closes monthly 


Printing 

Sponsored by Peninsular Paper Co.. 
Ypsilanti, Mich. Entries may be sub- 
mitted by paper merchant or sent to 
Peninsular Contest, P. O. Box 2256 
Detroit. Open to advertisers, agencies 
and printers for any job printed on 
Peninsular cover or text stock. Each 
month three winners’ will receive 
awards, 







AMERICA’S COMPLETE 





CUSTOM BINDER LINE 


Closes last day of each month 


. : 














JULY, 1960 


July 1-Aug. 31 
Kraut Salad Season sponsored by 
Natl. Kraut Packers Assn., 202 S. Marion 


St., Oak Park, II] One call from your Heinn salesman, and you'll see 


the widest selection of styles, colors, sizes, materials 

ge Pb a and finishes available today. Whether you buy the 

American Dairy Assn., 20 N. Wacker Dr., best or buy on budget, Heinn designs binders uniquely 

ace fii Cibeiail. . , abiieilaiatal tailored to your sales needs. Heinn helps you create 

by Natl. Hot Dog Month Council, 437 a lasting good impression on your prospects, helps 

oapie~enerehercig’ ant adian organize your sales binders and catalogs for peak 
i Nak Neat Saw Mok Tn sales-clinching efficiency. 


Marion St., Oak Park, III. 


National Ieed Tea Time . .. sponsored | GHOOSE CUSTOM BINDERS IN... 


Tea Council of the U. S. A. Ine., 


500 Fifth Av., New York LEATHER 


Vational Picnic Month . . . sponsored by 


American Bakers Assn., 20 N. Wacker BUCKRAM 
Dr., Chicago 6 
VINYL 








July 2-10 

Vational Safe Boating Week . spon HEINNCO 

sored by U. S. Coast Auxiliary, Local —_ oe 

Coast Guard District Ohhh CCC CCL e,:—t~“‘éa‘CS;'. ~~ €©6=]F— .).C...”WvUTOCOMWWWTWWO 

7 owe CLIP AND MAIL Yes, we're interested in Heinn's special services and 

July 4 | THIS COUPON: fast production. Send information on: groboble | 

Indepe ndence Day | vantities | 
ein iieiei The C SALESMEN’'S BINDERS | 
— -_ DEALER BINDERS : 

Vational Farm Safety Week . . . spon- | — a C) 

sored by Natl. Safety Council, 425 N. | [_] MANUAL COVERS a 

Michigan Av., Chicago 11 if CO HEINN INDEXES “| 
July 25-31 NAME i 

Inventors Week . . . sponsored by United COMPANY TITLE | 

Inventors & Scientists of America, 2712% | 

W. 7th St., Los Angeles 57 | Sales Zone 5D FIRM | 

20 326 West Florida Street ADDRESS | 

July ; Mil 4 . . 

Joseph Lee Day... sponsored by the 4041 ilwaukee 4, Wisconsin CITY, STATE ! 

Net. Recreation Asm. SW. CA oy, | OO ae 

New York 11 | 
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preparing 
art for 


SLIDES? 





For helpful hints, friendly 


suggestions or technical advice... 


that can save you time, avoid errors 
or help you get the kind of repro- 
duction you want, just call JUdson 
2-1396. You'll be talking to Ad- 
master, America’s headquarters for 
slide know-how and reproduction 
facilities. Any size or type slide... 
color or black & white...one-of-a 
kind or large runs... Admaster can 
do the job right. Tough deadline ? 
Admaster offers SAME DAY 
SERVICE on all types of slides... 
including color! As long as it has 
something to do with a slide, give us 
a call...anytime. 


FREE! Send for your copy of 
“Practical Specifications for Visual 
Aids”... packed with valuable slide in- 
formation. 


Admaster . 
PRINTS, INC. 
ADMASTER BUILDING .-«. 
1168 SIXTH AVE., N.Y.C 
JUdson 2-1396 
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O/ 
iF SOLVED IT 





Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Heat Treatment Cures 
Ball Point Pen Woes 


Have you had your favorite ball 
point pen go dead on you just when 
you needed it most? Most likely it 
was because the ink had dried up 
at the ball point, preventing the 
flow of usable ink. Applying the 
heat of a lighted match to the ball 
point for a few seconds will melt 
the dried ink and your pen will 
become usable again 

EDWARD SOTZKY 
artist, 
Chicago 


Catalog layout 


Wholesale Co., 


Harrison 


Show-Through Problem 
Solved with Backing 


When we face the problem of re- 
producing art or copy from pre- 
viously printed 
pages. with “show- 
through” from the back side of the 
sheet, we find that backing up the 
sheet with black paper or with a 
sheet as near as possible to the color 
of ink used on the back side, solves 
the problem. 


material on thin 


excessive 


True, this reduces the over-all 
contrast but it does give a constant 
contrast which can be compensated 
for at the camera and in the dark- 
room with proper films and de- 
velopers. 

Gites E. HAMILTON 

Vice president, Dupli-Print Serv- 

ices Inc., Mansfield, Ohio 


Indicator Tells Page 
End When Typing 


Unless your typewriter is special- 
ly equipped, you may be repeatedly 
annoyed by typing too low on the 
page. 

To prevent this, secure a sheet of 
standard typewriter paper length 
and a half inch wider. At the bot- 
tom right hand side, draw a heavy 


black or red ink line one inch and 
two inches from the bottom. 

To use, insert this 9x11” page as 
the last sheet with the others of the 
set into the typewriter. If you're 
typing an original and one copy 
the order will be: first, regular 
typing sheet; second, carbon paper; 
third, copy sheet; and fourth, the 
page-end indicator sheet. 

As you near the bottom of the 
page, the first mark will alert you, 
and the second will warn you to 
type only two more lines below it if 
you are double spacing. This will 
keep the white spaces at the bot- 
tom from varying. 

If 9” wide paper is difficult to ob- 
tain, add a half inch strip to the side 
with cellophane tape. Or you can 
mark a standard typing paper, then 
insert a half inch to the right of 
the other sheets in the set. 


Ep Warp 
Whittier, Cal. 


Rubber Cement Speeds 
Offset Paste-up Work 


When working a mechanical for 
offset, pasting-up small lines of type 
consisting of a word or two, or even 
letters in some cases, can be a te- 
dious job. By applying a_ small 
amount of rubber cement directly 
on the artwork, the cut-out line can 
be laid on the wet cement and then 
lined-up by using the needle end of 
a benday burnisher and a T-square. 
Excess rubber cement is quickly 
cleaned off with a pick-up. 

PETER S. LEPERA 

Production Manager, The Rural 

New Yorker, New York 


Taboret Gives Permanent 
Places for Art Supplies 


A new tape dispenser led to a desk 
top “taboret”. 

Because there was no convenient 
spot near our drawing board to 
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FAMOUS LAST WORDS (No. 12) 


"I DONT CARE WHAT 1T COSTS /’ 
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... UNTIL THE BILL COMES IN 


It’s curious how quickly the cost factor flies out the 
window when a fresh, creative approach is presented to 
the client. Nine times out of ten he says, “That’s just 
what I want. Go ahead and build it.” 

Although we appreciate that kind of enthusiasm from 
our clients, we believe that it is far better to discuss ex- 
hibit costs before starting production, than afterward. 

Working to a budget figure is to the advantage of both 
the exhibitor and the exhibit builder. It is far easier to 
bring the display and the budget into line in the prelimi- 
nary stage than it is after the assignment is in production. 
In the later stages, changes and revisions are expensive 





in themselves and they can drastically affect the impact 
of the display. 

Budgeting and scheduling go hand in hand as two of 
the most important aspects of display production. To- 
gether they produce economical, effective results. 

Our best evidence of the success of this procedure is 
to be found in our records of repeat assignments from 


the clients we serve. 


WRITE for new folder “Sales-Producing 
Exhibits,” which illustrates and describes 
fourteen sales-stimulating GRS&W-pro- 
duced displays. 





exhibits and 
ee SS VV displays 


GARDNER, ROBINSON, STIERHEIM & WEIS, INC. © 5875 Centre Avenue, Pittsburgh 6, Pennsylvania 
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JUSTOWRITER CUTS 
PRINTING COSTS 


Any typist becomes a 


skilled typesetter when #} 


she uses a Friden 
Justowriter. She types 
copy on Unit 1 (The 
Recorder) which 
produces this visual 
check and a punched 
paper tape. The rest 


of the job is automatic. 


The Justowriter can save you 
money in producing manuals, 
price lists, bulletins, house 
organs, booklets, and cata- 
logs. For full details about 
this Tape-Talk machine call 
your local Friden man, or 
write on your letterhead for 


more information. 


The Reproducer, Unit 2, 
then reads the tape and 
sets type in your choice 
of 14 attractive faces 
and sizes, one of which 
you are now reading. 
Margins are automat- 
ically justified. Costs 
are far less than for 


metal composition. 


Equipment like this is the 
first step to PractiMation... 
Automation so hand-in-hand 
with practicality there canbe 


no other word for it! 


“ 


= |riden 


FRIDEN, INC., SAN LEANDRO, CALIFORNIA. SALES, INSTRUCTION, SERVICE THROUGHOUT U.S. AND WORLD 
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mount the dispenser, it was decided 
to kill two birds with one stone. One 
was a “dirty bird” anyway. 

The various loose bottles, jars, 
cans, brush holders etc. that pile up 
at the drawing board’s edge were a 
dirt trap. Since our janitor is over- 
trained no “don’t-touch-that-draw- 
ing-board” (and we like it that way) 
the housekeeping around the board 
is in our hands. With this new “or- 
ganizer” it’s no trick at all to move 
everything at once for cleaning. Too, 
everything is always in the same 
spot. Even if and when borrowers 
return things they put them back 
in the “crate.” It’s a completely 
portable arrangement. 

Only basic tools are included in 
this set-up, such as water container, 


whiting jar, ink bottles, glue, fixatif 
and plastic brush and pen dispenser. 
This last item is set in its opening so 
it revolves. Finally, the tape dis- 
penser, which led up to it all, is 
mounted high enough not to inter- 
fere with other items 
use. 

Top and bottom are 14%” Masonite. 
Three sides are white pine, 2x2”. 
The dispenser support was cut from 
34” plywood and makes the fourth 
side of the box. 


yet handy to 


Cuar_Les E. JOHNSON 

Dan M. BurKE 
LeTourneau-Westinghouse Co., 
Peoria, Il. 


WHATD HE 


"THE ARTIST MAILED IT FROM HIS HOME 
LATE LAST NITE — SHOULD Be THERE!" 





READERS 


Please Don’t Print 


e We recently sent you a news re- 
lease on the retirement of John Doe 
from Robinson, Doe & Co. A photo 
of Mr. Doe accompanied the release. 

It turns out that Mr. Doe dislikes 
this particular photo very much, 
and would be annoyed if it ap- 
peared in the trade press. 

So please take steps to be sure 
this photo DOES NOT appear. The 
story is o.k. for publication. 

This is more important than 
would appear on the surface, but 
we know we will have your 100° 
cooperation 

RICHARD ROE 

Vice president/ publicity, Worried, 

Vicarious & Harassed, Advertis- 

ing, Someplace, U.S. A. 


(Honest, this is an actual letter, ex- 
cept for the names, which we have 
obviously changed for obvious rea- 
sons. This kind of a letter is one 
reason we have for looking forward 
to our daily mail... Ed.) 


First Reactions 


® Both Bob Rollings and I have 
read your article on specialty ad- 
vertising (March) and think it is 
terrific! Your knowledge of the in- 
dustry is profound. 

We like the article so much that 
we hope reprints are going to be 
available. 


Ravepu B. THOMAS 
Executive Director, Advertising 
Specialty Natl. Assn., Washing- 
ton 


e Your article on specialty adver- 
tising is the best researched and 
most penetrating piece I have ever 
read on the industry. 


R. M. ScHNEIDER 
Public Relations Director, Brown 
& Bigelow, St. Paul. 


Red Faces All ’Round 


e At the bottom of page #44 (Feb- 
ruary, AR) either your reporter 
was given the wrong information or 
he misunderstood the source of the 


metal counter display shown. 
Planned Sales did not 
this display, we did. 
James P. McGearty 
James P. McGearty & Associates 
Detroit 


furnish 


(We're very sorry. Sometimes one 
mistake can travel a long way... 


Ed.) 


SOS Answered 


@ In your book review of “Who's 
Who in Public Relations” (AR, Jan- 
uary), you make “one more appeal 
for a directory which will help . . . 
find out which PR consultant has 
which account .. .” 

In the forthcoming Spring-1960 
Supplement to WWPR we are in- 
cluding a list of public relations 
companies and consultants in the 
U.S. and Canada, with address and 
names of top officers in each case. 

This is preliminary to exactly the 
type of thing you are looking for. In 
our 1961-1962 edition of WWPR we 
plan to include under each heading 
in this listing the names of clients. 

When the time comes, it may be 
that we'll publish the “PR Firms & 
Clients” separately, rather than com- 
bined with the wealth of other ref- 
erence material planned for the is- 
sue. But at least we see the need, 
too, and will do something about it. 

Thought this might be of some in- 
terest to you. Your “one more ap- 
peal” has not been in vain! 

Rosert L. BARBour 

Editor-President, Who’s Who In 


Public Relations, Meriden, N.H. | 


Objects to Lead 


® Much of the advice contained in 
Sam Karr’s December article “How 


il) Lp -» SIMON INTRODUCES 


HEAT - SEALED 
VINYL COVERS 


WITH THE EXCITING NEW 


Electronic recHnique 


@ In Brilliant Silk 
Screen Decorations 


@ Scores of Vivid 
Surface Textures 

@ Suitable For Catalogs 

@ Presentation Binders 


@ Parts & Instruction 
Manual Covers 


FREE LAYOUT..... 
DESIGNING SERVICE 


Ideas and samples 
submitted without 
cost to you. 


PRODUCTS CO. 


SINCE 1928 


3211 W. Grond Ave., Chicago 51, Ill. 
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to Beat Your Own Drum” (AR 
Dec. 1959) is completely sound. His 
observations on pages 34 and 35 
are accurate and, if all public rela- 
tions men followed his advice, they 
would accomplish far more for thei 
clients 

Yet as I read the first four para 
graphs, it seemed that I was getting 
into a tongue-in-cheek bit of fan- 
tasy. All newspapermen know and 
respect p.r. people and use _ their 


material without question when 
news value warrants it. But to tell 
p.r. men that newspapers couldn't 
be published without their work 
reveals a basic lack of understand- 
ing of editorial work. 

I haven't been able to understand 
how Mr. Karr could deviate so vio- 
lently from the truth in his lead, 
yet offer such sound advice in the 
balance of his article 

FRANK E. SHAFFER 
Editor, Daily Mail, 


Gazette, Charleston, W. Va. 


Business 


(Truth sometimes depends on where 
you sit. Most newspapers, Mr. Karr 
reiterates, rely heavily on press re- 
leases to give them complete cover- 


age Ed.) 


A Back-Hand 


@ I read with considerable interest 
your fine article dealing with the 
use of phonograph records for pro- 
motional and advertising purposes 
(AR, February) 

Your writer missed a real mile- 
stone in this field. In September, 
1959, Popular Mechanics Press pub- 
lished a paperback book entitled “A 
Guide To Stereo Sound.” A lam- 
inated paper-acetate record was 
bound into this book. The record 
was a joint effort by Popular Me- 
chanics Press and Audio Fidelity 
Inc. It was manufactured by See- 
Hear, of Chicago. 

As far as we have been able to 
determine, this record established a 
number of impressive firsts: 

1. First laminated record in full 
two-channel stereo. 

2. First book insert to offer audio 
illustrations of textual 
matter. 

3. First record ever to offer direct 
comparisons of the different major 
stereo recording processes. 

I know about this because I wrote 
the book and conceived the record. 

Davin TarDY 

Associate Editor, Popular Me- 

chanics Press, Chicago 


technical 


(Now is no time to stop hiding your 
light under a bushel. We’re always 
happy to look over material 


Ed.) 


20 + Gey - April 1960 


Wh nrormarion 
WANTED 


The following letters have been se- 
AR’s 


cases, we have been able to supply 


lected from mail. In most 
the desired information from our 


growing files. However, so many 


new companes are entering the 
field—almost every day, it seems 

that we must depend upon our 
readers to help us keep up to date. 
AR will add any such information 
to its files and will promptly for- 
ward it in response to these re- 


quests ° Ed. 


Copyright Rights 


@ Is a copyright effective if the year 
is not mentioned? It seems to me I 
saw information about this saying 
both the name and the date are re- 
quired. 
Can you tell me what is correct? 
E. F. RAINEY 
Milo Harding Co., Monterey 
Park, Cal. 


(The exact form of the copyright 
notice varies with the type of ma- 
terial, but in general, the notice 
must contain the word ‘copyright’ 
or an authorized abbreviation, the 
name of the proprietor and the year. 
The official word comes from the 
Library of Congress, Washington, 
D.C. See also AR Reprint +201, 
$1, “Advertising Copyrights” 

Ed.) 


Envelope Ads 


@ We are interested in learning the 
results of any survey that may have 
been made in connection with ad- 
vertising on direct mail envelopes. 
For instance, we would like to know 
what percentage of recipients ac- 
tually see the envelopes and how 
many are opened by secretaries. 
Netson L. EL.is 
Sales Promotion Mgr., Eastern 
Stainless Steel Corp., Baltimore 


(We don’t have a survey on this, 
but maybe our readers can help... 


Ed.) 


Lowcost Rush Job 


® Do you know of any way we can 
get ad copies quickly and at a small 


Some 
of these ads are black-and-white, 
others in two-color. 


cost in small quantity runs? 


R. E. KESSLER 
Chain Co. Ince. In- 


Diamond 
dianapolis 


(Wow 
help. For the black-and-white ads, 


we're not sure we can 


we would suggest you change your 
“timing” and pre-print via the low- 
cost gang-run method using offset. 
This wouldn't help with the two- 
color ads, though. Any suggestions, 


sow OD 


readers? 


Seafaring Scenes 


@ We are extremely anxious to find 
prints of old clipper ships, schooners, 
etc., suitable for framing. 

Do you know of any company to 
whom we might write to get such 
prints, or possibly buy the rights of 
a picture for reproduction? 

Britt SIMPSON JR. 

Advertising Inc., Tampa, Fla. 


(Glad to have you aboard. List sail- 
ing your way... Ed.) 


Off The Old Block 


@ We have a client who manufac- 
turers clear finishes. We 
would like to supply its dealers with 
actual wood blocks finished with 
these products. We don’t want color 
cards or cards with wood chips but 
independent wood samples. 
JANE Cox OLIVER 
Cox Advertising Agency, Co- 
lumbia, S. C. 


wood 


Plastic Rain Covers 


® Urgently need list of firms which 

manufacture giveaway plastic rain 

covers for ladies’ heads—imprinted 
with firm name. 

Sip GuTMAN 

Actus Advertising, Newark, N. J. 


(Best source for this is your nearest 
advertising specialty distributor .. . 


Ed.) 


Sources of Humor 


@ We would appreciate your send- 
ing us information on sources of 
humor, quips and cartoons. Thank 
you. 
Mrs. Dorotuy M. FornEey 
Natl. Institute of Locker and 
Freezer Provisioners, Elizabeth- 
town, Pa. 


(Ha, ha! List sent ... Ed.) 
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MILLS AT CLOQUET AND BRAINERD, MINNESOTA 


SALES OFFICES 
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\ REPRINTS 


to help you 


Please order reprints by number. Unless another price is given, each 
sells for 25c. In lots of 10 of any one reprint, the price is 20c each; lots 
of 50 or more, 15c each; lots of 100 or more, 12!/2¢ each. 


New This Month 


286 How to Prepare Art for Silk Screen Printing — by Edith Pilpel 
287 AR Editoric!l Index, 1959 


288 The Youngstown Kitchens Story (50c) 


Audio-Visuvals 
303 A Basic Guide to Business Films 


262 How to Get More from your Film Budge! — by Fred A. Niles 


224 The Art of Communication — by Richard A. Steumenn (50) 


Direct Advertising 

304 A Basic Guide to Direct Mail 

261 How to Get an Effective Christmas Card — by Bette Macon 
254 Peek-a-Boo Envelopes Can Sell 


248 Can You Afford to Run Your Own Lettershop? — by Francis S. 
Andrews 


240 Making an Effective Direct Mail Package — by William Baring- 
Gould 
214 Are Amateurs Ruining Direct Mail? — by Dick Hodgson 


172 202 Tips for Direct Mail Advertising (50c) 


Printing & Typography 

311 How to Save on Your Printing Bills 

305 A Portfolio of Typefaces fer Admen 

282 Design & Color: Cure Ser a ) Sick Image — by David K. “Mar shall 
257 How Billboard Produced can Unusual Insert — » by R. ‘8. ‘Sehueler 


249 The Advantages of Letterpress & Offset 


f 


235 Ler’ s Get Together on Offser ae by Bernard c. Schramm, Jr. 


211 A System for Guematiien Printing Costs —_ oy Frederick ‘ae 
(50c) 
A five rt t ‘ l your printing ¢ 

105 Let's Swap ideas 


Publicity & Promotion 


283 How to Buy Your Business Cirtstmns Gifts « — ors Robert B. Konikow 
juide to mpany gift-giving 

281 The AR rremelion wre for 1960 ($1) 
day d months for the entire ye 
297 Report of the 1959 Sates Promotion Sneeutinee Assn. Conference 
(50c) 
of Age by Dick Hodgsor 
ion C. Myer 
by Joe Nortor 
by Fred Ziealer 


vention prograr 
The Johnson Story (50c) 
Three articles examine the sales promotior tivity of this leading manufacturer 


The ae emt —e — by Edward od ; 7 


prograr 


The Sales Promotion Enceutive < the Year 

How to Gus sour’ Film Shown on nV a to Se Atkins 7. 
Barnyard at the Waldorf — by museel K. “Crenshaw er ee 
Disneyland Finds Saietiees to oman Promotion | Problem 
Special Report from 1958 Sales Promotion Convention “(50 } 


by Dick He 


How Basketball Built a ‘Company Name — - by w. F. Walker 
" \ . ' 
slew: to Handle Selations With Radic, Selvin & Siemans — by 
William G. _Cox 


Getting the Most irom | Publicity Photos a by Leo Solomon 


Signs 
244 Designing for Posters — by Garrett P. Orr 


216 How to Use Highway Signs 


Television & Radio 


308 A Basic Guide to Television Commercials 


255 Art Production fer Television — —~ Dolph Franklin 
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Reprint Editor 


Advertising Requirements 
200 E. Illinois St. 
Chicago 11, Ill. 


Please send me the reprints whose 
numbers are listed below. 


I enclose payment of 


Please bill me (for orders of more than $2) 


Name 
Company 
Street 
City 


Zone State 


April 1960 - Gy - 23 





% Contact the nearest Consolidated Paper Merchant listed here for complete information or 


ree 


/ 


ad ¢ ompl l¢ 


his 


ae 

Ss 
ALABAMA 
Birmingham Graham Paper Co 
Birmingham The Whitaker Paper Co 
Mobile The Partin Paper Co 
ARIZONA 
Phoenix Blake, Moffitt & Towne 
Phoenix Butler Paper Company 
Phoenix Graham Paper Company 
Tucson Blake, Moffitt & Towne 
Tucson Graham Paper Company 
ARKANSAS 
Little Rock 
CALIFORNIA 
Fresno 
Long Beach 
Los Angeles 
Los Angeles 
Oakland 
Sacramento 
San Bernardino 
San Diego 
San Diego 
San Francisco 
San Francisco 
San Jose 
Stockton 
COLORADO 
Denver 
Pueblo 
CONNECTICUT 
Bridgeport 
Hartford 
East Hartford 


Western Newspaper Union 


Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Butler Paper Company 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Butler Paper Company 
Blake, Moffitt & Towne 
Pacific Coast Paper Company 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 


Butler Paper Company 
Butler Paper Company 


Lott-Merlin, Inc. 

Green & Low Paper Co 
Henry Lindenmeyr & Sons 
New Haven Henry Lindenmeyr & Sons 
New Haven Whitney-Anderson Paper Co., Inc 
DISTRICT OF COLUMBIA 
Washington, D.C R. P. Andrews Paper Co 
FLORIDA 
Jacksonville Jacksonville Paper Company 
Miami Evergiade Paper Company 
Miami E. C. Palmer & Co., Ltd. 
Orlando Central Paper Company 
Tallahassee Capital Paper Company 
Tampa E. C. Palmer & Co., Ltd 
Tampa Tampa Paper Company 
GEORGIA 
Atlanta 
Savannah 
IDAHO 
Boise Blake, Moffitt & Towne 
Idaho Falls American Paper & Supply Co. 
ILLINOIS 
Chicago 
Chicago 
Chicago 
Chicago 
Chicago 


The Whitaker Paper Co 
The Atlantic Paper Company 


Bradner Smith & Co 

J. W. Butler Paper Co 
Marquette Paper Corp. 
Moser Paper Co. 

The Whitaker Paper Co 
Decatur The Decatur Paper House, Inc. 
Moline Newhouse Paper Company 
Peoria ). W. Butler Paper Co. 


1960 


Peoria Peoria Paper House, Inc. 
Quincy Irwin Paper Co. 
INDIANA 

Evansville Butler Paper Company 
Evansville C. P. Lesh Paper Co. 
Fort Wayne Butler Paper Company 
Indianapolis Century Paper Company 
Indianapolis C. P. Lesh Paper Co. 


Terre Haute Mid-States Paper Company, Inc. 
1OWA 


Cedar Rapids 
Davenport 

Des Moines 

Des Moines 

Sioux City 
KANSAS 

Topeka 

Wichita 

Wichita 
KENTUCKY 
Louisville 

Louisville 
LOUISIANA 

New Orleans 

New Orleans 
Shreveport 

MAINE 

Augusta 

Portland 
MARYLAND 
Baltimore 
Baltimore 
MASSACHUSETTS 
Boston Cook-Vivian-Lindenmeyr & Co. 
Springfield Whitney-Anderson Paper Co., Inc. 
Worcester Butler-Dearden Paper Service, Inc. 
MICHIGAN 


Detroit 
Detroit 
Grand Rapids 
Grand Rapids 
Lansing 
Owosso 
MINNESOTA 
Duluth Duluth Paper & Specialties Co. 
Minneapolis Butler Paper Company 
Minneapolis Newhouse Paper Company 
Minneapolis The Paper Supply Co., Inc. 
St. Paul Anchor Paper Company 


St. Paul Newhouse Paper Company 
MISSISSIPPI 


Jackson 
MISSOURI 
Kansas City 
Kansas City 
North Kansas City 
St. Louis 

St. Louis 
Springfield 
MONTANA 
Billings 

Billings 
NEBRASKA 
Lincoln 

Omaha 

NEVADA 

Reno Blake, Moffitt & Towne 
NEW HAMPSHIRE 

Concord 

NEW JERSEY 
Hillside 
Newark 
Trenton 

NEW MEXICO 
Albuquerque 
NEW YORK 
Albany 
Buffalo 
Buffalo 

New York 


J. W. Butler Paper Co. 
Peterson Paper Co. 

Pratt Paper Company 
Western Newspaper Union 
Western Newspaper Union 


Midwestern Paper Co. 
Butler Paper Company 
Graham Paper Co. 


Graham Paper Company 
Louisville Paper and Mfg. Co. 


Butler Paper Company 
Graham Paper Company 
Western Newspaper Union 


C. M. Rice Paper Company 
C. M. Rice Paper Company 


The Mudge Paper Company 
The Whitaker Paper Co. 


Butler Paper Company 

The Union Paper & Twine Co. 
Central Michigan Paper Co. 
Grand Rapids Paper Company 
Weissinger Paper Co. 
Weissinger Paper Co. 


Graham Paper Company 


Butler Paper Company 
Midwestern Paper Co. 
Graham Paper Company 
Butler Paper Company 
Graham Paper Company 
Butler Paper Company 


Western Newspaper Union 
Yellowstone Paper Company 


Western Newspaper Union 
Western Paper Company 


C. M. Rice Paper Company 


Henry Lindenmeyr & Sons 
Central Paper Company 
Central Paper Company 


Butler Paper Company 


W. H. Smith Paper Corp. 
The Alling & Cory Company 
Franklin-Cowan Paper Company 
The Alling & Cory Company 
Miller & Wright Paper Co. 
Linde-Lathrop Paper Co., Inc. 
Henry Lindenmeyr & Sons 
Majestic Paper Corporation 
Marquardt & Company, Inc. 
The Whitaker Paper Co. 
Rochester The Alling & Cory Company 
Syracuse The Alling & Cory Company 
Utica The Alling & Cory Company 


New York 
New York 
New York 
New York 
New York 


trial sheets to make your own comparison test. His service ts outstanding and he carries 
stock of Consolidated Enamel Printing Papers. As a paper expert, you can count on 


sound advice to save You money and trouble on every job. 


NORTH CAROLINA 
Charlotte 

Raleigh 

Raleigh 

NORTH DAKOTA 
Fargo Western Newspaper Union 
OHIO 

Akron... The Central Ohio Paper Co 
Akron The Union Paper & Twine Co 
Cincinnati The Diem & Wing Paper Co 
Cincinnati The Whitaker Paper Co. 
Cleveland The Central Ohio Paper Co. 
Cleveland The Union Paper & Twine Co 
Columbus The Central Ohio Paper Co 
Dayton The Central Ohio Paper Co 
Toledo Paper Merchants, Incorporated 
Youngstown The Whitaker Paper Co 
OKLAHOMA 

Oklahoma City Graham Paper Company 
Oklahoma City Western Newspaper Union 
Tulsa Beene Paper Company 
OREGON 
Portland 
PENNSYLVANIA 
Bethlehem Wilcox-Walter-Furlong Paper Co 
Erie Daka Paper Company 
Harrisburg The Alling & Cory Company 
Philadelphia Quaker City Paper Co. 
Philadelphia J. L. N. Smythe Co. 
Philadelphia Wilcox-Walter-Furlong Paper Co 
Pittsburgh General Paper Corp. 
Pittsburgh The Whitaker Paper Co 
Scranton Megargee Brothers, Inc. 
York The Mudge Paper Company 
York Quaker City Paper Co 
RHODE ISLAND 
Providence 
Providence 
SOUTH CAROLINA 
Columbia 

SOUTH DAKOTA 
Sioux Falls 

Sioux Falls 
TENNESSEE 
Chattanooga 
Knoxville 

Memphis 

Memphis 

Nashville 

TEXAS 

Abilene Southwestern Paper Company 
Austin Graham Paper Company 
Dallas Graham Paper Company 
Dallas Southwestern Paper Company 
El Paso Graham Paper Company 
Fort Worth Southwestern Paper Company 
Houston Graham Paper Company 
Houston E. C. Palmer 
Houston Southwestern Paper Company 
Lubbock Graham Paper Company 
San Antonio Graham Paper Company 
UTAH 

Ogden American Paper & Supply Co 
Salt Lake City American Paper & Supply Co. 
Salt Lake City Western Newspaper Union 
VIRGINIA 
Lynchburg 
Norfolk 
Richmond 
Richmond 
WASHINGTON 
Seattle 
Seattle...... 
Spokane 
Tacoma 
Tacoma 

WEST VIRGINIA 
Charleston 
WISCONSIN 
Milwaukee 


Caskie Paper Co., Inc 
Epes-Fitzgerald Paper Co 
The Raleigh Paper Co 


Blake, Moffitt & Towne 


Cook-Vivian-Lindenmeyr & Co. 
Providence Paper Co. 


Epes-Fitzgerald Paper Co 


Sioux Falls Paper Co. 
Western Newspaper Union 


Graham Paper Company 
Graham Paper Company 
Graham Paper Company 
Western Newspaper Union 
Graham Paper Company 


Caskie Paper Company, Inc 
Epes-Fitzgerald Paper Co. 
Epes-Fitzgerald Paper Co 

B. W. Wilson Paper Company, Inc 


Blake, Moffitt & Towne 
West Coast Paper Company 
Blake, Moffitt & Towne 
Allied Paper Company 
Blake, Moffitt & Towne 


Copco Papers, Inc. 


Oshkosh Paper Company 
Milwaukee Standard Paper Company 
Oshkosh Oshkosh Paper Company 


Export Agents -. Moller & Rothe, Inc. . New York, U.S.A. 


CONSOLIDATED WATER POWER & PAPER CO. 
National Sales Offices 





Got a nest egg? If you haven't, here’s a smooth idea that could hatch a big 
payday for you. Chirp these facts to the boss. As the world’s largest enamel printing 


paper specialist, Consolidated offers finest quality for less. By specifying Consolidated 


Enamels for sales folders, catalogs and other printed pieces, he’ll cut costs without 
sacrificing quality. Get free test sheets. Have your printer test them on your next 
printing order, comparing quality, perform- 


€ 
ance, costs! Then start feathering your nest. onecokdeteck 


Available only through your Consolidated Paper Merchant 


WORLD’S LARGEST SPECIALIST 
IN ENAMEL PRINTING PAPERS 


Consolidated Water Power & Paper Co. - Natl. Sales Offices, 135 S. La Salle St, Chicago 
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VUE-MORE: ‘New von 


New York 1 
Rush a copy of your new Catalog 
Name 
Lith 


(Llompany 


Address 


A terrific new 
catalog. describ- 
ing the complete 
line of VUE- 
MORE display 
turntables and 
BREVEL § anima- 
t10n motors. 


Write for your copy today 
Use the handy coupon above! 


VUE-MORE Turntables are: 


Quiet PRECISION MADE 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 

U-L APPROVED 


AND FOR YOUR ANIMATED DISPLAYS: 


Quiet, versatile, efficient Brevel 
motors are designed for maximum 
power and precise movement—yet 
compact enough to be used in any 


motion display. Write for details. 


VUE-MORE CORPORATION 


ee a es 18 


601 WEST 26th STREET ° NEW YORK 1. N 
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@ The 100 Greatest Advertisements, 
by Julian Watkins: Dover 
Publications, New York, 232 pages, 


$2.25 


Lewis 


Advertising today is be- 
ing accused of overstatement, of 
exaggeration. Mr. Watkins can cer- 
tainly be cleared of such charges, 
for his book, in spite of its title, ac- 
tually contains 113 advertisements, 
and nobody would take issue with 
the adjective “greatest” as applied 
to them 

In 1950, Mi 


lection ol 


Watkins made a se- 
great advertisements, 
based on nominations by top ad- 
vertising executives. He reproduced 
the ads, along with an account of 
how, and why, each was written 

This book soon went out of print, 
and there was a steady demand for 
its reissuance. Students of adver- 
tising, and practitioners in the field, 
should welcome this volume, and 
will want to have it by their side, 
for frequent reference. 


This new edition 


contains the 
hundred, plus 13 more 
which appeared in the last decade. 
Whether you use it for teaching, 
for inspiration, or just for browsing 
through, you should be thankful to 
Dover for its reissuance, and es- 
pecially for the remarkably low 
price which they have set for it. 

R.B.K. 


original 


e The Writer and his Markets, by 
Paul R. Reynolds; Doubleday & Co., 
New York, 234 pages, $3.95... An 
experienced literary agent discusses 
all the markets for writing, includ- 
ing books, magazines, plays, tele- 
vision and the motion pictures, with 
the greatest emphasis on_ books, 
which is the author’s specialty. 

He is a down-to-earth analyst of 
the practical problems that face a 
writer when he approaches the mar- 
ket, and his advice should be in- 
valuable to anybody who wants to 
write and sell his writing. 

The book is an expansion of his 
earlier book, “The Writing Trade,” 
with many 
bodily, and others 
brought up to date. 


passages transferred 
enlarged and 


R.B.K. 


e The Preparation of the Annual 
Report, Don A. Talucci, editor; Re- 


search Bureaus Inc., Box 68, Kens- 


ington, Sta., Detroit 24, 175 pages, 
$15 . .. The annual report started 
out as a simple and minimal docu- 
ment designed to meet the legal re- 
quirements of a corporation in re- 
porting to its stockholders. But for 
most corporations it has passed be- 
yond that stage and is now con- 
sidered an important public rela- 
tions document. 

This volume, the first of a con- 
templated series, will be helpful to 
anybody who has the responsibility 
for issuing an attractive and power- 
ful annual report. The bulk of the 


book consists of reproductions of 
annual reports, showing 
how many companies have handled 
problems. For example, one section 
shows ways in which 18 companies 
have handled, in layout and typog- 
raphy, the highlights of their fi- 
nancial statement. Other sections 
take up, through the use of illus- 
trations, covers, historical sections, 
charts, art, and so on. 

While the introductory articles, 
obtained from a variety of sources, 
are interesting, the meat of the book 
is in the collection of illustrations, 
which should serve as the jumping- 
off place for many a forthcoming 
annual report. R.B.K. 


parts of 


e Packaging, edited by Walter Her- 
deg; Amstutz & Herdeg, Graphis 
Press, Zurich, Switzerland, 322 
pages, $17.50 . . . This latest Graphis 
publication lives up to the high 
standards of its editor and publisher, 
and is a useful addition to the li- 
brary of anybody concerned with 
either packaging or design, or both. 

With 1,022 illustrations, many in 
color, divided into 15 categories, and 
cross-indexed by product, by de- 
signer, by client, and by agency or 
studio, this handsome volume can 
well become the starting point for 
many a new package. To leaf 





through its well-printed, well-laid- 
out pages is a pleasure and fre- 
quently an inspiration. 

Introductory articles, on various 
phases of packaging, by such de- 
signers as Will Burtin, William 
Longyear, W. M. de Majo, Saul Bass 
and S. Neil Fujita, add to the value 


of the book. R.B.K. 


@ They Laughed When I Sat Down, 
by Frank Rowsome Jr.; McGraw- 
Hill Book Co., New York, 181 pages, 
$7.50 . The author calls this “an 
informal history of advertising in 
words and pictures,’ and that de- 
scribes it about as well as any other 
short phrase. 

While the earliest date mentioned 
is 1741, which is accepted as the 
date of the earliest ad published 
in this country, emphasis is on the 
period from 1890 to date. It was 
during the last decade of the 19th 
century that magazine circulation, 
and mass advertising really got go- 
ing 

The book is well written, and its 
large page size permits the inclu- 
sion of good-sized sections of ads 
that are wonderful to look at and 
delicious to read. One sometimes 
wishes that the examples had been 
dated, but this is perhaps the most 
serious fault in a book that should 
be fascinating to anyone involved 


in advertising. R.B.K. 


e Planning For Better Imposition, 
by H. Wayne Warner; Judd & Det- 
weiler, 1500 Eckington PIl., NE, 
Washington 2, 40 pages plus index 
of lays, $10. Mr. Warner is the 
assistant production manger of the 
Washington printing firm of Judd 
& Detweiler and this is a production 
man’s plea for planning in printing. 
He backs up his plea with two sub- 
titles, “Precision for Profits’ and 
“Time-Tested Techniques in Plan- 
ning.” 

The book is designed to serve as 
an operating manual to those re- 
sponsible for daily planning of 
printed work of all kinds. Subjects 
include lockup, lineup, establishing 
margins, elimination of workups 
and, of course, imposition. E.S. 


© Casebook of Successful Ideas for 
Advertising and Selling, by Samm 
Sinclair Baker; Hanover House, 
Garden City, N. Y., 258 pages, $3.95 

. . In down-to-earth language, the 
author presents answers to what he 
calls the most important question 
in promotion: What’s the Big Idea? 

Drawing upon his experience in 
advertising, he illustrates his points 
with capsule case histories. While 


it is a book that can profitably be 
read through from cover to cover, 
a series of cross-indexes—by prod- 
uct, by technique, by appeals, by 
types, and by problems—make it 
possible to find those examples that 
are pertinent to the matter before 
you. 

The case histories included by 
Mr. Baker are given without the 
name of the advertiser. Many of 
them, of course, are familiar, and 
it becomes almost a game to see 
how many an individual can iden- 
tify. It’s a little hard to determine 
the reason for this coyness, since 
in almost all cases, the campaign 
itself was a public one. Actually, it 
might have been helpful, by per- 
mitting one’s memory to fill in the 


picture, to be more specific. —R.B.K. 


@ It’s Good Public Relations, by 
Edmond D. Boles; Edmond D. Boles 
and Associates, 1041 N. Fulton, 
Fresno, Cal., 36 pages, $1.00 
Mr. Boles offers more than 200 ex- 
amples of public relation and pro- 
motion projects, indexed by source 
of origin. His public relations sec- 
tion is divided into employe, non- 
profit and commercial efforts and 
then into such sections as associa- 
tions, professional societies, hos- 
pitals and so on. Promotion is di- 
vided into point-of-purchase, an- 
nual events, continuing projects, 
souvenirs, prizes and contests. 
Some of the ideas are quite com- 
monplace and some are quite good, 
as the author points out in the 
preface. The reader can pay his 
dollar and take his choice. But that 
same reader will probably discover 
at least one good idea out of this 
assortment for his own use, and in 
these inflationary times, a good idea 
for a dollar seems like an equitable 
transaction. —E.S. 


e A Grammar of the Film, by Ray- 
mond Spottiswoode; University of 
California Press, Berkely and Los 
Angeles, 328 pages, $1.50 . . . This 
classic analysis of film technique, 
originally published in 1935, is again 
available, this time in a low-cost 
paper-back edition. 

It is a highly theoretical ap- 
proach, with a tendency towards 
artiness. Nevertheless, the practical 
producer will have new channels of 
thought opened to him by some of 
the discussions of cuts, fades, wipes, 
color and other tools of the film 
maker. 

An author’s introduction, written 
in 1949, rather wryly points out 
some of the immaturities and errors 
in judgment of the initial version. 

R.B.K. 


Will this book usher 


in a new era 


in advertising e 


ere 09e> 
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PR ay 
a copy philosophy that can 
produce great and, at the 
same time, unassailable 
advertising. 


WALTER WEIR 


ON THE WRITING 
OF ADVERTISING 


203 pp., 55, x 8%, $5.00 


HY will one writ Praise from the 

er produce a more advertising press: 
effective piece of copy ,, 
than another, or ten a glowing 
others—even though al] book that every 
are assigned the same creative man should 
selling problem and read 
given the same formula 
for solving it? In this 
book, Walter Weir goes 
beyond the usual tools 4! and all adver 
of the craftsman—be- Using 
yond the ‘‘anatomy” of 
copy He shows the 
source of great writing 
in the writer himself 
He outlines ways in devoted specif- 
which the writer of ad- ically to the writ- 
vertising can clarify ing of copy 
and understand more 
comprehensively his ma 
jor objectives. He makes 
plain attitudes and dis 
ciplines that can most ities in the areas of 
surely develop “the truth and taste 
writer you can become.” Printers’ Ink 


and ponder 
he will en 
noble himself, his 


—Advertising Age 


constructive 


shows deep concern 
over the creative 
man’s responsibil- 


-——10 days’ FREE Examination —-— — 
f McGraw-Hill Book Co., Dept. AQ-4 
| 327 W. 41st St., New York 36, N.Y. 


| Send me Weir's ON THE WRITING OF ADVER- 

' TISING for 10 days’ examination on approval. In 

| l day wi end you $5.00, p few cent 
for delivery costs, or return the book postpaid 
(We pay delivery costs if you remit with this 
coupon—same return privilege.) 


(PRINT) 


Name 

Address 

City Zone 
Company 

Position 

For f ‘ 

McGrau 


April 1960 + Qi - 27 





THAT’S FAST SERVICE! 
WE ORDERED THIS PAPER 
ONLY LAST NIGHT. 


When you need paper in a hurry, call your 
Hammermill Merchant. Getting you the paper you 
want, when you want it, is only part of his service 
to you. Besides, your Hammermill Merchant can 
help you choose the right paper for every job, make 
dummies and assist you in many other ways. 


Call your Hammermill Merchant the next time 


you want fast service, or any paper help Hammermill Paper Company, Erie, Pennsylvania 


For the best in Paper, and the best in Service...call your Hammermill Merchant 





oS Advertising Requirements 


hy rot be off beat ) 


Every once in a while an advertising man has 
the urge to do something different, and occasionally 
it is different, and once in a while it pays off. 


By Bette Macon 
AR Associate Editor 


Sooner or later most of us are 
surprised by an ad that pops up in 
a place we don’t expect to see it. 
This is an “offbeat,” the crphan or 
opportunity of the advertising 
world, depending upon who is dis- 
cussing it. 

The offbeat ad can be found 
painted on a bench in a quiet park, 
floating in the sky, or imprinted on 
the white paper napkin at your fa- 
vorite lunch counter. It can be much 
more ingenious than this. 

Our favorite, for example, is the 
one the R. J. Reynolds Tobacco Co. 
put on the no-smoking signs on the 
Pennsylvania Railroad. Under the 
“no-smoking” warning, the Rey- 
nolds copy read: “Not even Win- 
stons.” The rest of the space was 
covered by an 
Winston carton. 


illustration of a 


> But while the offbeat ad can be 
either imaginative or dull, in a 
sense, it is always out of place. 
Either it is placed in a spot not 
normally bearing advertising mat- 


ter or it is on an unrelated product 


which has nothing to do with the 


advertising matter. This factor takes 
the distribution out of the adver- 
tiser’s hands. 

A study of 10 years of offbeat ad- 
vertising shows the medium—if it 
can be called that 
many ways. 

Its normally very low cost would 
appear to make it appeal to small 
concerns that haven't yet acquired 
enough funds to permit national 
distribution through standard ad- 


is a paradox in 


An Ad a Weigh 
Step on the scale 
to learn your 
weight, and you 
see a color ad 

at the same time 


vertising media. Yet it’s most often 


the very large which 


seem to use it. 


companies 


A partial list of national compa- 
nies sufficiently intrigued by off- 
beats to use them includes Tums, 
Paper-Mate Pen Co., Statler-Hilton, 
Hertz, Revlon, Time, Saturday Eve- 
ning Post and various old and con- 
servative banking institutions. 

Most of these users have liked it 
for the additional exposure it gives 
their product or service. This is the 
primary purpose of the offbeat ad 


= - 
' 


April 1960 





isually achieves this through 

rprise factor of its very ex- 

ce at that spot rather than any 
rtistic execution 

However, since there is no pra 

al method of checking the ex- 

or cireulation—let alone the 

ult most offbeat ad plans do 


t long 


> Th discourages no one to any 
extent. Not only does the offbeat ad 
idea keep popping up, but the same 
pecil plan have been repeated 
throughout the past ten years with 
different ponsors each time This 
has led to much confusion in the 
reporting end In fact one leading 
advertising publication reported the 
ame offbeat ad plan a new each 
of the three times it showed up in 
that pe riod 

Thi understandabl 


consider that the 


when you 
following list ol 
olfbeat ad plans contains some ideas 
that were tried several times by ad- 


vertising men here and as far away 


as New Zealand 


rtboard 

desk blotte: 
luggage carrie) 
time table 

ball park lence 
bumpe1 Signs 
bu helter 

un visol 

naph ins 

text hook covers 
commuter ticket stubs 
milk cartons 


tel pumps 


park and city benches 
check cashing services 
transit transters 
placemats 

sheathing pape 

hub caps 

parking lot tickets 
weight scales 

ticket ¢ nvelopes 
restaurant checks 
Social Register 


cigaret packs 


. 
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skywriting 


Most of these offbeats either did 
not last or still just struggle along 
Some of them are doing very well 
For instance, shopping bags—bear- 
ing advertising have be- 


These are sup- 


matte 
come quite popular 
plied by Salesbag Promotions Inc. 
17 Revere Road, Ardsley, N.Y. The 
advertiser does not buy the bags, 
only the imprinting and the cost of 
distributing to various supermar- 
ket chains. They can be purchased 
on a 15° commissionable basis. 
Another offbeat is gaining favor 
with the banking industry these 
days. A weight scale that automati- 
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cally flashes an advertising message 
full-color 
‘Adver-dupois” 


using a transparency, 


employs both the 
intrigue of a novelty presentation 
and colorful making it 
rather rare in its field. It is avail- 


able from 


artwork, 


Adver-dupois Inc., 505 
Professional Bldg., Rochester 4. N.Y. 

Also popular is the ad space on 
benches available from Advertising 
Bench Assn., Chicago. These benches 
provide goodwill as well as addi- 
tional exposure since the average 
person tends to assume the bench 
was provided by the advertiser. 
They can be moved to any location 
desired, for required periods of time 
> Other offbeat ideas that have 
made news in the last few months 
include 


® a new milk carton plan 

® ad messages on washroom rolle 
towels 

® ad space in pocket book editions 
® a department store display plan 
for products not carried by the 
store 

® restaurant place mats 

® advertising on an inactive channel 
setting on a Chicago hotel’s 50 room 
tv sets 

® advertising space in travel folders 
® ads on rented water coolers 

e litter bags given away by gas 
stations, or oil companies 

fences 


® temporary surrounding 


building construction 


All these, and many more, are 


making a bid for advertising ac- 
ceptance. Some will do so well they 
will leave the “offbeat” field. A 
good example of this is the match- 
book. Once an offbeat idea, today it 
is taken for granted as a good me- 
dium for additional advertising ex- 
posure 


You oughta die NO: 
cat JON 
MORTUARY 


> This is why the “offbeat” idea will 
continue as long as the adman. Each 
plan is created by a_ promotional 
man desperately seeking a new out- 
let for his sales message. 

In his seeking, some areas seem 
to stimulate the adman looking for 
an offbeat idea more than others. 
One of these is the supermarket, 
which is surprising since it is usual- 
ly crammed to the hilt with adver- 
tising matter. 

Not a bit daunted by this, admen 
have made repeated onslaughts on 
the few bare corners left in the re- 
tail stores. The most dramatic of 


these plans were the following: 


© Supermarket projectors ; 
Three-foot-square with 
1,000-watt were introduced 
in the early tv days. The projectors 
flashed an ad message from a small 


projectors 
tubes 


slide to a large screen at the rate 
of 15 exposures an hour for each 
brand name food advertiser. 


e Advertising Conveyors ... An 
overhead, electrically-driven con- 
veyor which slowly revolved photo- 
graphic showing various 
products was introduced almost 10 
years ago. The unit was 14’ to 36’ 
high; 5 to 50’ long and worked on 
an endless chain method which 
showed the product pictures to both 


sides of the store 


panels 


@ Also introduced at one time or 
another were ideas for putting ads 
on the numbered cards used at the 
meat counter, and various plans for 
ads on the shopping carts 

The most recent of these shopping 
card plans is the one developed 
by Ad-Carts Inc., 7730 Carbondelet, 
St. Louis 5. This idea features the 
advertiser's product picture and 
message, framed in a hanging de- 
vice on the front of the cart. The 
service is available in St. Louis, 
Houston, Kansas City, Los Angeles, 
New Orleans and San Diego 


>’ Another area very popular with 
admen looking for new offbeat pos- 
sibilities is government-owned 
property, either local or national. 
Here, the lack of any advertising 
matter at all seems to act as a 
stimulant. Government authorities 
are usually quite resistant to these 
ideas, but once in a while they are 
sold. 

Most persistently sold and unsold 
in this area is the idea of ads on 
parking meters. Admen constantly 
seek to sell this idea to city gov- 
ernments. Sometimes they succeed, 
sometimes they don’t, but the park- 
ing meter seems to remain as a 
goal-symbol to the offbeat admen. 
Very recently, someone introduced 
the idea of little signs to attach to 
the meters which would keep the 
ads off the meters, per se, but ac- 
complish the same purpose. 


> Other offbeat ideas proposed at 
least once to city or national gov- 
ernments have been: 


© “wanted” wall space one ad- 
man tried to persuade the Post 
Office to sell space on the walls 
now used for posting “wanted” 
criminals 


® cancellation space ... an offer 
to get the Post Office out of the red 





was made, 
General 


in a letter to Postmaster 
Arthur E. Summerfield, 
with the suggestion he sell the can- 
cellation space for ad imprints. 


® income tax forms .. . In 1955, 
Kiplinger reported the government 
had agreed to take private ads on 
government tax forms. 


> Still other offbeat ideas beamed 
in during the past 10 years have 
been a little weak in practicality, 
but so strong in originality, they 
might be more properly called 
“oddball” ad ideas. 

Some of the most memorable 


ideas have been as follows: 


® w.c.—Mexican Decor About 
five years ago, Mexican “excusados” 
(attention: Jack Paar) featured ad- 
vertising matter plus a bit of read- 
ing material—sometimes education- 
al, sometimes spicy—-on the pull- 
roll device usually found in such 
places. The ads and editorial matter 
were not printed directly on the 
but on a separate sheet which 
had been rolled up with the tissue. 
The cost of such an ad was 1,900 
pesos ($219.65). This amount guar- 
anteed the ad to be repeated 46 
times per roll on 5,000 rolls. Big 
spenders could run ads on 20,000 
rolls for 6,600 pesos ($763). Carta 
Blanca beer, B. F. Goodrich tires, 
Alka Seltzer, Pepsi-Cola and Wil- 
liams shaving cream were among 
those present. The paper was sold 
at reduced rates to bars, restaurants, 


tissue, 


and even homes. 


@ Theatrical Productions ... one 
theatrical producing company, spe- 
cializing in talent” shows 
in small-town auditoriums, offered 


“home 
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Projected Ads 


yards on clouds or hills as far as five miles away. 


national advertisers coverage 
through “getting into the act.” A list 
of services included writing prod- 
uct plugs into the scripts; casting a 
character trademark into the show; 
including the product in the give- 
away features of the show and dis- 
playing the product in the audi- 
torium. 


@ Mud Puddles . . . Goteborg, Swe- 
den, reported that one of its citi- 
zens had invented a machine which 
could print a sign in street pools 
of water. The “print” would last 
about 30 minutes and could be pro- 
duced in several colors. When last 
heard of, about ten years ago, the 
inventor was working on incorpo- 
rating phosphorescent “inks” into the 
process. These, of course, would 
glow in the dark. 


@ Plaza Play-Backs One Bra- 
zilian, more enterprising than ro- 
mantic, sold the idea of broadcast- 
ing advertising messages out over 
the plaza as the gay caballeros and 
senoritas took their customary eve- 
ning strolls. 


© Human Ad Medium Gales- 
Rojac Corp., a sales promotion com- 
pany, once offered Ted Evans, of 
Ringling Bros. and Barnum & Bail- 
ey circus, as an ad medium. Evans 
was 9/3” tall, weighed 465 lbs. A 
mimeographed letter explained that 
Evans could be used on a tour of 
the country visiting retailers and 
dealers “and attracting crowds.” 


> Even outer space has been con- 
sidered as a passably good area for 
advertising. “Celestial Television” 
was predicted in a little booklet en- 
titled, “Forecast, 1957.” Published 


te i”, a> 


“1 


. A Swiss-developed projector puts a picture with a diameter of 1,000 


by Hugo Gernsback, this booklet 
prophesied an ad medium that 
would be located 200 to 700 miles 
up in the sky. A nighttime tv set, 
the unit would consist of a gigantic 
mirror floating in outer space and 
reflecting its message back to all 
parts of the world. Mr. Gernsback 
reported that the unit had been in- 
vented by Herman Oberth, a Ger- 
man scientist, in 1929. 


Core 
the furthest 


Prefabricated thin aluminum 
girders, floating free in space, would 
support the mirror which 
could be made of paper-thin squares 
of the silvery white metal, sodium. 
The projector, said Mr. Gernsback, 
could be a much smaller satellite— 
no more than 100’ in diameter and 
could be placed 25 to 30 miles dis- 
tant. This would house the crew, 
radio and tv equipment. Mr. Gerns- 
back also suggested the messages 
be kept short since the fast motion 
of the sky screen would make long 
ones impractical. 


huge 


> While this was still in the pro- 
phetic stage three years ago, 1960 
brought a report on the “Skyjector.” 
This powerful, cannon-like arc lamp 
projects slides, enlarged 25,000,000 
times the original size, 1,000 yards 
wide on clouds as much as five miles 
away. Unexcelled Chemical pur- 
chased the rights to the Swiss-made 
Skyjector for use in the western 
hemisphere and announced plans 
for leasing it to six or seven adver- 
tisers at $1,000,000 each per year. 
The machine will tour the United 
States, visiting the 50 largest cities 
for brief periods. 

During that time, advertisers will 
have their messages projected al- 
ternately, with each of the seven 
participants limited to a 45-minute 
message each night. Cost of the 45- 
minute periods will amount to about 
$3,000 and the seven principal ad- 
vertisers may subcontract for por- 
tions of their allotted time with 
other advertisers. 

Future possibilities for the Sky- 
jector may include moving pictures, 
color, and possibly artificial clouds. 


> For the adman looking for a new 
offbeat idea, we are sympathetic but 
confident that he will succeed. How- 
ever, if your idea concerns the re- 
verse side of a Chinese fortune 
cookie, forget it. Someone’s already 
working on it. 44 
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Everyone 
reads between 


the lines 


An insurance agent does a lot of important reading. 
Every day, business firms send him pamphlets, brochures, financial reports. 
When he looks through this printed material, he unconsciously reads between 
the lines — sizes up the company and its products by the impression these 
booklets make on him. Is the message clearly and tastefully presented? Are 
the pictures sharp? Does the paper have the appearance of quality? Any 
company that shows respect for readers through this kind of attention to 
detail will win respect in return. Respectful printing begins with a good printer. See 
him early. Most likely he'll prefer a Warren paper, because he'll get better 
results — and so will you. S. D. Warren Company, 89 Broad St., Boston, Mass. 


Aa ° 
‘Warren's: printing papers make a good impression 


FINE PRINTING PAPERS FOR ADVERTISING LITERATURE AND THE PUBLISHING OF BOOKS 
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Legal Problems 
in Advertising f 


Part III 


This third selection from Kenyon 
& Eckhardt’s legal manual con- 
cludes the basic guide to legal pro- 
cedures within an agency operation 
Readers are warned that such a 
guide cannot substitute for legal 
counsel. Differences that seem minor 
may have important legal implica- 
tions 

The procedures outlined here are, 
of course, applicable directly only to 
K&E. Agencies with different or- 
ganizational structure will have 
different procedures. This series may 
help, we hope, agencies and adver- 
tisers develop their own guide to 
legal problems. 

In addition to the basic guide, the 
K&E manual also contained a set of 
sample release forms, which we shall 
run next month 


Contests 


Contests of various types when 
properly conducted are effective and 
permissible promotional devices. 
Legal problems arise in two areas: 
adherence to preannounced, or pub- 
lished, rules in selecting winners, 
and avoidance of the lottery laws 


Adherence to Published Rules 
— Goodwill .. In announcing a 
contest, the advertiser makes a con- 
tract with the public. The terms of 
that contract must be definite. All 
those terms must be fully stated, 
either in the announcement or in 
another document that is referred 
to in the announcement and is made 
readily available to those whose 
participation is sought. The rules, 
once announced, cannot be changed. 

Unless public confidence is main- 
tained in the integrity of the judging 
system, goodwill may be lost and 
expensive claims may arise. Gen- 
erally, independent judging organi- 
zations are engaged to handle the 


f 
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The third selection from the copyrighted legal 
manual of Kenyon & Eckhardt, New York, 
considers contests, cooperative advertising 


and contracts. 


mechanics of contests and determine 
the winners. 


Lotteries . . The operation of a lot- 
tery is forbidden by the laws of the 
federal government and all of the 
states. Federal statutes prohibit the 
use of the mails for any material re- 
lating to lotteries and the broadcast 
of such material over any radio or 
television station. All proposed con- 
tests should be referred to legal 
counsel before submission to the 
client. Frequently, the contest rules 
are submitted to the Post Office De- 
partment to insure that they comply 
with the Federal statute. 

Because some of the State statutes 
are construed more strictly than the 
federal laws on the subject, there 
are situations in which contests may 
be conducted in some states, but not 
in others. 

The following general statement 
of the principles governing lotteries 
is intended to guide agency person- 
nel in the preparation of contest 
proposals. 

There are three essential elements 
of a lottery all of which must be 
present: 


1. prize, 


2. chance, 
3. consideration 


Since a prize is given in every 
contest, the questions which arise 
are whether the other two elements 
are present. In the absence of either 
chance or consideration, a lottery 
does not exist. 


Chance . . The types of contests 
in which chance is most obviously 
present are those known as “sweep- 
stakes” (where there is a “draw- 
ing” of some type) and the many 
variations of “bingo.” 

Other contests, in which the 
chance element is not so apparent, 
but where the Post Office Depart- 
ment rules that it is present, are 
the award of prizes to the first peo- 
ple to enter a store after it opens, 
or to those who are visited and 
found to have a certain product in 
their homes. Guessing contests are 
also held to fall in this category. 

The Post Office Department also 
takes the position that chance is 
present where the amount of the 
prize is uncertain. For this reason, 
where consideration is required in 
order to enter into a contest of 
skill, it is held that in case of a tie, 
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the prize may not be divided among 
all the winners, but an_ identical 
prize must be awarded to each tying 
contestant 


Consideration . . Under all those 
plans which involve chance, prizes 
may be awarded if the contestant 
is not required to furnish considera- 
tion. The need to make a purchase 
in order to enter the contest con- 
stitutes consideration, even if the 
purchase is at the regular 
Where entries must be 


price. 
accom- 
panied by box tops o1 labels, the 
element of consideration can some- 
times be eliminated by allowing the 
use of a facsimile which can easily 
be made without having to buy 
anything 

There are borderline cases on 
what constitutes consideration. Un- 
der federal law and the laws of 
most of the states, that element is 
not established merely by the re- 
quirement that the contestant listen 
to a radio program or go to a store 
blank. The 
Post Office Department has ruled 
that consideration is not 


to pick up an entry 


present 
merely because the contestant must 
visit a number of stores or a num- 
ber of different locations in a store 
or witness a demonstration of an 
appliance o1 take a demonstration 
ride in an automobile. It holds that 
in the absence of a required pur- 
chase or payment, there is con- 
sideration only if a substantial ex- 
penditure of time or effort is re- 
quired of a Several 


states, however, take a stricter view 


contestant 


on this subject 

If consideration IS present, as 
where a purchase must be made, the 
contest rules must avoid the pres- 
ence of chance. The contest must 
be one in which the outcome is de- 
termined on the basis of skill, ob- 
jectively judged. The — so-called 
(“25 words’) and “best- 
letter” and “last line of a jingle” 


“essay” 


contests satisfy this requirement if 
they are fairly conducted and ob- 
jectively determined 


Cooperative Advertising and 
Promotional Services 


In adopting cooperative advertis- 
ing plans, and in making offers of 
promotional services to dealers, 
clients generally rely on the advice 
of their own attorneys. There is, 
however, one basic legal require- 
ment with which agency personnel 
should be familiar. The Robinson- 
Patman Act, which is one of the 
anti-trust specifically pro- 
vides that there may be no dis- 
crimination shown by a manufac- 


laws, 


turer or wholesale organization in 
making payment to its customers or 
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dealers (who compete among them- 
selves) towards customers’ adver- 
tising or in the furnishing of any 
services or facilities to customers. 

If an 
offered to any customer, the law 
requires that it be made available 
“on proportionally equal terms” to 


allowance or service is 


all competing purchasers of the 


same goods. To comply with this 


requirement, there must be an 
affirmative offer to such purchasers, 
not merely a willingness to furnish 
it if requested. 

Violations of this law may occur 
by the adoption of plans which are 
discriminatory; by failure to make 
them known to all competing pur- 
and by failure to adhere 


to plans which have been properly 


chase! > 


adopted If one cooperative plan 1S 
not feasible for all competing deal- 
ers, it is generally possible to com- 
ply with the law by offering an al- 
ternative type ol promotional serv- 
ice or allowance, although this may 
necessitate the use of different me- 
dia. The basic requirement that an 
allowance or service be made avail- 
able to all competitors “on pro- 
portionaily equal terms” calls for 
the measurement of alternative 
offers by an objectively reasonable 
standard. 

It is essential that plans which 
have been adopted be strictly fol- 
lowed and that no special conces- 
sions be granted to any customers. 
A departure from this policy may 
result in discrimination leading both 
to government proceedings and to 
private claims (by individual cus- 
tomers) for damages. 


Contracts and Orders 


Routine vs. Special . . Most of 
the contracts made in the ordinary 
course of the agency’s business are 
for the purchase of materials and 
facilities for which standard printed 
forms are used. Where such forms 


ACE PRINTING 
a) 


Stop showing your customers through 
my shop. 


are not applicable, simple letter 
agreements may cover routine trans- 
actions, but any contract outside of 
the usual routing operations should 
be prepared by, or cleared with, le- 
gal counsel. 


Standard Forms .. The agency 
provides purchase order forms for 
use by the art, production and 
general purchasing departments. 
Contracts with media—for magazine 
and newspaper space and_ broad- 
casting time—are normally made on 
the printed forms used by the pub- 
lishers and_ broadcasters. 


Special 
conditions may, however, require 
revision of those forms, and appro- 
priate changes and deletions in the 


forms have been accepted by media. 


Special Provisions . . Frequently, 
when printed forms are used, it is 
necessary or desirable to add pro- 
visions which the forms do not 
cover. Such terms can be typed on 
the form or on an attached rider 
and initialed by both 
a transaction 


parties. If 

complex, 
however, it may be preferable to 
abandon the form and have a com- 
pletely typed contract prepared. All 
such cases should be referred to le- 
gal counsel. 


becomes 


Film distributors use _ printed 
forms of license agreements which 
often have to be varied and/or sup- 
plemented. The agency has pre- 
pared a checklist for such pur- 
chases. The list enumerates the 
points that are to be considered 
when making such a contract, and 
it may be helpful as a reminder for 
transactions of other kinds. 

When musical jingles are ac- 
quired, there should be a contract 
with the composer and author un- 
der which all rights which the client 
requires are secured. As the terms 
of such contracts vary, legal coun- 
sel should be consulted. 


Basic Elements of Contract 
There is an essential principle to be 
borne in mind in entering into con- 
tracts, whether they are on printed 
forms or specially prepared. That is, 
that in order to be binding, all the 
essential terms of a transaction must 
be agreed upon and definitely ex- 
pressed. An agreement to agree on 
price or quantity at a future time 
is not a contract; neither party is 
bound thereby. In filling out order 
forms, price and quantity, as well 
as delivery dates and any other 
basic business points, should be def- 
initely stated. If it is intended to se- 
cure a binding commitment through 
a letter agreement, those terms must 
be spelled out in the letter. 


Options . . In order to be certain 





that contract rights can be obtained 
while proposals are under consider- 
ation, it is often desirable to obtain 
an option. An option is an agree- 
ment to enter into a contract. To 
be enforceable, it must meet all the 
requirements of a contract. Both 
the terms of the option, and the 
terms of the contract to be made if 
the option is exercised, must be 
specifically stated. 

As a general rule, in order to 
make an option irrevocable, there 
must be consideration for it—a re- 
quirement which may be met by 
making a nominal payment. By 
statute in New York, however, con- 
sideration is not required if the 
offer expressly states that it is ir- 
revocable. 

In every case, the period of time 
within which the option may be 
exercised should be specified. Where 
a contract for a stated term con- 
tains an option to renew or extend 
the term, no separate consideration 


for that option is required, but any 
change in price or other conditions 
must be specified and not left to 
future negotiations; otherwise, the 
option to renew or extend is worth- 
less. 


Insurance 


Wherever feasible, the agency 
protects itself by insurance against 
possible liabilities to third persons. 
Personnel who use automobiles in 
the course of their duties or engage 
in any other activity that may cause 
injury to person or property should 
make sure that appropriate insur- 
ance policies are in force. 

This agency carries a policy (Ad- 
vertisers Liability Insurance) insur- 
ing it claims for libel, 
slander, copyright infrigement, idea 
piracy, plagiarism and violation of 
the right of privacy. Many of its 
clients carry a similar policy. 

These policies require that the 


against 


insurance company be notified as 
soon as practicable of any informa- 
tion indicating that a claim may 
be asserted. The protection of the 
policies may be lost if any admis- 
sion of liability is made. Technical 
questions sometimes arise as to what 
claims are within the coverage of 
the policies. 

For all these reasons, it is im- 
portant that agency personnel com- 
municate immediately with Corpo- 
rate Services regarding any oc- 
currence which may lead to a claim 
and particularly any complaint that 
is made. Needless to say, the fact 
that we seek to protect the agency 
and its clients by insurance 
wherever possible, affords no ex- 
cuse for failure to exercise the 
utmost care in avoiding claims. 
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when the client 
expects you to 
“bull a vabbit out 


of a hat”... 
HOUZE ART 


CHARCOAL a. 
BENT GLASS — ways 


provide the magic! 


Here’s that “something different” you’ve 
got to produce! Houze Art Ad-Trays have 


everything—color, individuality, permanence, 
utility. Client message, trade mark or logo 
in 1, 2 or more brilliant colors, fired on 
charcoal tinted, gem quality bent glass, 
delivers lasting point-of-decision sell for the 
corporate image, product or service. 


Available in a wide variety of sizes and 
shapes, for mailing or personal distribution. 
Consult your Advertising Specialty 
Counselor, or write direct. 


(HOUZE GLASS CORPORATION, POINT MARION, PENNSYLVANIA 
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WHAT 
LIES AHEAD 
FOR 


PREMIUM BUYERS? 


An expert, after consulting 
his peers, looks into the 
next decade and the 
changes that are ahead for 
buyers and users of pre- 
miums. 


By James M. C. Tighe 
President 


National Premium Sales Executives Inc 


“Things are getting dull—let’s run 
a premium offer. Tell that new kid 
to get three or four items and we'll 
test them on the girls in the office.” 

This bit of 
slightly 
some 


dialog is an only 
exaggerated composite of 
once-common attitudes to- 
ward premium merchandising 

mostly behind us now, fortunately 
It is no revelation that the selection 
and use of premiums has matured 
greatly in recent years—that pre- 
miums are much less often an ill- 
fitting appendage grafted onto the 


promotional have 


program. They 
recognized, integrated 
marketing tool for more and more 


companies. 


become a 


But more important is the ques- 
tion, where do we go from here? 
How will the use of this merchan- 
dising tool continue to mature and 
keep pace with marketing needs? 
And how will management go about 
handling it most efficiently? 


> We have some answers’ which 
look like pretty safe bets. They do 
not come from any personal crystal 
ball, but from a study just com- 
pleted among America’s 120 leading 
sales executives of companies which 
supply the premium market. These 
men, more than any other group, 
have had the opportunity to take 
the measure of every developing 
trend, through constant contact with 
sales planners in dozens of indus- 
tries. As members of National 
Premium Sales Executives, they 
have also collaborated in setting 
some of the standards which the 
field will live by. 

Here are eight things to look for, 
as they see it collectively: 


1. Total Marketing .. Greater 


integration of incentive promotions 
into the user’s total marketing pro- 
gram will continue to improve re- 
sults. This trend will mean sounder 
construction of a premium promo- 
tion, and more thorough follow- 
through at all distribution levels. 
The extension of “marketing con- 
cept’ management will combine 
with the increasing recognition of 
premiums’ flexibility to push this 


integration to new heights in the 
Sixties. 


2. The Committee . . There has 
been a growing tendency toward 
committee planning and premium 
selection, rather than one-man re- 
sponsibility. Many of the suppliers 
find this is now the rule in 20 to 
30° of the premium-using compa- 
nies, and the expansion of the 


“marketing concept” will boost this 
further. 


3. Who Will Buy? .. As the 
working arm of the marketing com- 
mittee, the sales promotion man- 
ager’s role in premium planning is 
growing, and will continue to do 
so. He now exercises the greatest 
influence on premium buying in 
17.1% of user companies, accord- 
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A novel way to keep 
telling your promotion 
story. We print your 
company name, trade- 
mark or slogan on 
quality ties. 


SPECIAL-TIES 


Launch new products 
and sales themes 

use at conventions, 
sales meetings or as 
premiums. Ideal for 
clubs and uniformed 
employees. Prices 
from 60¢. 


WRITE FOR DETAILS 


a) 
Scot lies ” 


Dept. R4, 401 Fifth Ave. New York 16, N. Y. 


NEW LOW PRICE! 


APRONS 


FOR ONLY 


ak 


FREE SAMPLES! 


Aprons are steadiest, 

most desirable, year-around 
premium. Perfect for give-aways, 
tie-ins, store openings, ete. As 
a result of our tremendous 
volume we've sold millions of 
them we now slash prices to 
new low as low as 614¢ each 
in volume! We have been and 
continue as leading U. S. Apron 
manufacturer. 


You can buy in one of 
three ways: 
1. Bulk 
2. In plain poly bags 
3. In printed poly bags with 
name, design, trademark 


or other material on each 
bag 


Further, we're happy to have 
ANY size order regardless how 
large or small no limitations, 


You'll be amazed at the attrac- 
tiveness and quality of our 
Aprons. Beautiful patterns ... 
extra-large ... fully ruffled... 
wide bands . virgin vinyl. 
You must see them to appreciate 
them. We'll send you samples 
FREE of cost or obligation on 
your request. Write today! 


L & M COMPANY, Dept. AR-| 


415 N. 8th St. « GArfield 1-0026 + St. Louis, Mo. 
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Who Buys Premiums? 
The 


atching 
premiur 

Inager in 

tance in the 
premiun yUyING 


roce 


ing to the NPSE members’ reports, 
and this figure is definitely on the 
rise, 69.2; 


Where premium selection is al- 


believe 


ready an important function, the 


premium manager or premium 
buyer is the biggest factor in pur- 
showed him 
most influential in 19.5°% of cases, 


and 79.5‘ 


chasing. The survey 
said more companies will 
add premium specialists. As some 
of the sales executives pointed out, 
the premium manager or buyet 
moves into the picture to take over 
this job from an overworked sales 
promotion manager. 

The survey showed that there is 
a premium manager or some other 
person devoting most of his time to 
premium selection in about 75 to 
100 national companies today, and 
more are being added all the time 
(This, of course, does not include 
hundred _ trading-stamp 
firms, direct sellers and others for 
whom premiums have long been a 
vital concern.) 


several 


While specialists gain in influence 
on premium planning, the role of 
top sales executives is also grow- 
ing, with vice-presidents or sales 
managers prime decision-makers in 
28.59. This seeming paradox of 
gaining influence at two different 
levels at the same time is, of course, 
explained by the committee type 
of planning in which major in- 
fluences are often difficult to dis- 
tinguish. While the specialist’s rec- 
ommendation may be decisive, if 
he holds management confidence, 
the boss does have the final say. 


4. The Agency's Role . . Adver- 
tising agencies are prime influen- 
tial factors in only 5.5% of cases, 
the NPSE indicates. The 
limitation of the agency’s function 
may be dependent in part upon the 


survey 


nature of the promotion. In con- 
sumer premium offers, which may 
be expected to generate increased 
time and space buying—and com- 
missions—many agencies are taking 
a greater part in premium planning. 
For sales incentive programs, deal- 
er premium offers and many other 
types of promotions, their role is 
negligible. 

A strong minority of the sales 
executives—45.7°; 


believe adver- 


tising agencies will become more 
important in the premium-planning 
team; 11.4% see their influence de- 
clining; and 42.9% expect the agen- 
cy role to remain constant. 

Some of the supplier executives 
believe that if agencies were more 
familiar with the range and usage 
of premium plans, they would be 
more valuable as a part of the team. 
Others believe this increased 
knowledge and interest is now com- 
ing in many agencies. The picture 
is clouded somewhat by geographic 
factors: for example, agencies tend 
to be more important in premium 
selection in the Midwest than on 
Madison Avenue. 

A breakdown of the 
observations on 


suppliers’ 
agencies’ part in 
premium buying shows that they 
“help in selection” in 31.5% of cases; 
“test only,” 18.99; “select and 
buy,” 6.9% (this differs from the 
“influence rating” of 5.5 above, 
probably because in some of these 
instances buying decisions by the 
agency are subject to more direct 
client approval); “no importance,” 
42.7%. 

Many of the sales executives 
noted that the agency is often im- 
portant only as a collection point 
for samples and prices to be sub- 
mitted to the client. 


5. Wanted: A Plan .. With the 





We sign your letters before you do! 


You’rE looking at the “‘dandy roll” 
on a Howarp paper machine. Here’s 
where Howarp Bonpis watermarked 

our subtle signature attesting to its 
excellence as a superior letterhead 
paper, and its right to be known as 


“The Nation’s Business Pape “iG 


HOWARD PAPER MILLS, 


INC. 


When your letterhead bond is 
“signed” by Howarp you can use 
it with every confidence that it is 
worthy of your signature—white, 
strong, crisp, and with the crackle 
always associated with praiseworthy 


paper. A good letterhead, and a neat 


letter, on Howarp Bonp goes out of 
its way to earn the attention and re- 
spect it seeks 

Your printer or paper merchant 
will be pleased to show you Howarp 
Bonp, in colors, and in the cleanest, 


truest white you’ve ever seen 


* HOWARD PAPER COMPANY DIVISION, URBANA, OHIO 


bond 


Business Paper” 


Howard Duplicator * Howard Posting Ledger 





Printed on Maxwell Offset—Basis 80—Linen Finish 


The talents of John Pike are richly apparent in 


Discove ries in “Impressions of Nuuanu Valley, Oahu, Hawaii’. 


The award-winning Mr. Pike regards the world as his 


Ay . subject, often traveling with the U. S. Armed Forces. 
¢ . = ‘s 
Am erican Art Prolific, too. He managed 17 one-man shows during an 


HOWARD 


ll-year period. We modestly call your attention to the 
original-like quality of this painting reproduced on 
Maxwell Offset. Not so modestly, we urge you to call 


for Maxwell Offset on your color work! 


PAPER MILLS, Inc. @e Maxwell Paper Company Division e Franklin, Ohio 





ever-growing emphasis on_inte- 
grated premium promotions keyed 
to specific sales objectives, users of 
premiums have come to. expect 
more than merchandise from sup- 
pliers. Increasingly, the advertiser 
counts on the premium salesman 
to offer a complete promotional pro- 
gram. 

This is a most logical develop- 
ment, and one which leading premi- 
um suppliers have fostered for 
some years. Ideas are the essence 
of premium promotion, and any one 
advertiser is limited in the scope of 
his own idea resources. The sup- 
plier’s broader experience with 
many industries and many sales 
situations should give him an ad- 
vantage in applying creative think- 
ing to each customer’s needs. 

However, this puts a burden on 
the supplier salesman—one which 
is requiring increased educational 
activity within the field as new 
firms go after a piece of the premi- 
um market. Responsible sales ex- 
ecutives supplying this market are 
making real progress in developing 
the kind of creative salesmanship 
which makes the user’s demand for 
a complete plan a reasonable thing. 

NPSE, through its research pro- 
gram and through meetings such 
as the annual Sales & Distribution 
Seminar held at the Chicago premi- 
um show for both users and sup- 
pliers, has been working toward 
giving the salesman a clearer iden- 
tification with the advertiser’s prob- 
lems, and making him a valuable 
marketing consultant. 


6. Price Bidding . . There has 
been a marked trend toward com- 
petitive price bids in the purchase 
of premiums, with 51.8% of buyers 
said to use this method to one de- 
gree or another. It seems clear, 
however, that in the coming years, 
as the complete-program type of 
premium presentation by suppliers 
becomes stronger, this movement 
toward price-buying must reverse 
itself. 

There would remain the alter- 
native, often too common, of using 
a reputable salesman-consultant as 
the idea source, and then shopping 
on a price basis for another item to 
fit his plan. But this kind of plan 
piracy carries its own punishment 
for the advertiser who is interested 
in building up a fund of idea re- 
sources—the most helpful salesmen 
may not come back a second time 
for another treatment. 

This is not to suggest that buyers 
will not or should not shop. But 
they will shop first for ideas and 
quality merchandise rather than 
price alone. In this connection, the 
supplier executives find that 43.6% 
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Put a PREMIUM on Your Product 


by packaging in Jardier 
Portable Coolers 


Unusual product packaging could be your 
key to extra sales. Jardier coolers offer many 
practical uses in packaging ideas... increase 
the value of your product. 
Use later as a picnic cooler, insulated ice 
bucket, barbecue cooler, etc. A tough, 
€ durable, cellulite product — withstands 
rugged use. Two popular sizes, 5 gal. and 
344 gal. Prices start at 82 cents each. 
° Write for quantity prices and 
ardier co. descriptive literature. 
1979 S, Allis St., Milwaukee 7, Wisconsin 
Division of Lakeside Mfg. Inc. 


ast! 


A 12 MONTH 
CALENDAR AND 
APPOINTMENT PAD 


THAT STARTS THE 


i ead begins in 
MAY - SEPT. - JANUARY - MARCH 


Shows full month’s appointments at a glance 
Comes complete with ine full : bs of int t sheet 
leather-like plestic Contains full year’s supply of appointment sheets 
folder with 4 line Sheets can be filed as permanent records 


GOLD IMPRINT Special messages may be printed on calendars 
on orders of 5000 or more 


(prices for special orders submitted on request) 


i ee a ee ee ae ae ee eae 


Send to REVELATION PLASTICS, INC. 
Dept. A.R., 74 Washington Street, New York 6, N. Y. 


INCLUDES UP TO 4 LINE GOLD IMPRINT 
Please type in your imprint in this area. 


Firm Name 


Address 


Signed by 
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. gay, light-hearted fun 
— stimulating, unrestricted 
fun for the kiddies. Adults 
enjoy them too — the excite- 
ment they give to children 
— the memories they stir of 
bygone outings to the beach 
and the fair 
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New 2-Color and Over- 
All Balloon printing avail- 


TO for catalog. 


— 


THE OAK RUBBER COMPANY 


227 Sycamore St., Ravenna, Ohio 
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Seal of Value Issued to those who 
meet high standards, seal can be used in 


advertising and on package 


of premium users rely on premium 
shows as an “important source of 


promotion ideas.” Housewares 


shows, where many leading premi- 
um suppliers also exhibit, rank high 
as an idea source for 30.9% of 
buyers. 


7. Bigger Tickets . . The trend to 
higher-priced 
types of 


merchandise in all 
premium promotion will 
continue to gain momentum in the 
foreseeable future. Success of high- 
self-liquidators, particu- 
stimulated this trend. 
postal rates and handling 
costs make it increasingly difficult 
to liquidate a good value in the low- 
r brackets. At the same time, more 
nationally recognized brands are 
coming into premium use all the 
time, as users raise their standards 
and previously-timid manufactur- 
ers go after premium business seri- 
ously. 


er-priced 
larly, has 
Highe1 


8. True Value .. Advertising of 
inflated retail-value statements in 
premium programs is becoming less 
frequent, and mwst NPSE members 
believe this improvement in prac- 
tices will gain rapidly. Both adver- 
tisers and premium suppliers have 
come to a clearer recognition of the 
dangers—to 
goodwill 
claims. 


trade 
exaggerated 


consumers and 
inherent in 


In addition to the conscience and 
good business sense of premium 
however, another factor ac- 
celerating this trend is the “Value 
Guaranteed” seal program of NPSE, 
which is just reaching full-scale op- 
eration. Relatively few premium 
users have featured this seal so far 

but they have been among the 
largest, and they have been enthu- 
siastic about the value of the seal’s 
assurance to consumers—assurance 
that the premium offered is certi- 
fied as a good value by a national 
group of experts. 


users, 


> These eight points represent only 
1 broad view of the general direc- 
tions premium merchandising will 
take in the Sixties. The specific 
signposts are yet to be filled in—by 


users of premiums, and 


even more by 


perhaps 
those who sell the 
merchandise to them. The leading 
suppliers of premiums, individually 
and through NPSE, are working 
hard to insure that the directions 
will be those most certain to result 
in marketing success for users of 
their products. 44 


New Gift Plan Proposes 
Business Birthday Gifts 


A new business gift plan which 
features the recipient’s birthday has 
been developed by Birthday Mind- 
ers, Div. Business Gifts Unlimited 
Inc., Chicago 

The plan incorporates two rather 
appealing ingredients . . . for the 
recipient, surprise . . . for the don- 
or, automation. 

The subscriber simply submits his 
gift list and his spending budget, 
and Birthday Minders takes it from 
there. The determines the 
birth date of each person on the list 
(usually without his knowing about 
it) and notifies the 


service 


subscriber on 
the 5th of each month of the birth- 
day’s coming up. Greetings are then 
mailed to arrive on the appropriate 
date along with a sample 
A-Gifticate.” 

After the recipient mails back the 
reply card showing his gift choice 
the service ships the chosen item 
prepaid and insured and then sends 
the bill to the donor. 

The entire cost of each name on 
the subscriber’s gift is handled in 
the quoted cost of the various 
Choose-A-Gifticates. These range in 
price from $4.95 to $97.70. 

Samples of the _ birthday 
gift catalog sheet, and 
details are available. 

- « for more details circle 422, page 143 


“Choose- 


card, 
additional 


Panef Introduces New 
items for Giveaway Use 


Two new giveaways, with a 
practical bent, have been introduced 
as specialities by Panef Mfg. Co., 
Milwaukee. 


e “Lub-a-Lite” . an all purpose, 
dry white lubricant stops squeaks, 
loosens sticking drawers and win- 
dows, and makes zippers, locks, 
hinges, etc., work smoothly and 
efficiently. 


e.“Smash” . .. a penetrating oil 
and rust solvent unlocks frozen nuts 
and bolts, loosens rust and provides 


lubrication for metal parts. 


Both are in plastic, squeeze dis- 
penser and can be imprinted. 
Literature is available. 
. for more details circle 423, page 143 
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JOHN DEERE 


Why do the blue chips of industry 
choose Sheaffer as advertising gifts? 


These leaders of industry know it pays lasting dividends 
to give their customers a gift that shows it was selected 
with care...one that will be appreciated and used 
day after day, providing a constant reminder of them and BIBB 
their services. And, they also know that one good name Mage dy 
deserves another; when they imprint theirs on a Sheaffer, 
they know they’ve given the best. 
Sheaffer Pens and Pencils are designed to make ideal gifts, 
regardless of the size of your budget. Clip and mail 
the coupon below and we will have a Sheaffer 


representative contact you to show the entire line and Ww) 
discuss details and prices. Naar es 


Cartridge Fountain Pens 
Fill with handy cartridges 
of Skrip writing fluid you 
carry in pocket or purse. 


New Thin Pencils 
With new spiral grip 
for writing ease. 
Sleeve tip stops lead 


breakage. Mr. Hugh C. Green, Specialty Sales Manager, Dept. AR-2 
W. A. SHEAFFER PEN CO., Fort Madison, lowa 


Please have a Sheaffer representative contact me to discuss details and prices. 
Skripriter Ballpoints This request does not obligate me or my firm in any way. 
Start instantly. The only 
ball points that write with NAME 
world famous Skrip ball- 


point fluid. ADDRESS 
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BALLOONS 
ye 


Balloons are a versatile, low-cost, colorful, widely- 


liked specialty, which can carry your message into many places 
and can fit into a wide variety of promotional themes. 


By Robert B. Konikow 
AR Managing Editor 


If your products are sold to chil- 
dren, used by children, or bought by 
people who have children, then you 
are a potential user of balloons as a 
sales promotion tool. And if you are 
a potential user, you ought to con- 
sider very seriously the possibility 
of becoming an actual user, for the 
balloon, one of the oldest of the spe- 
cialty items, continues to offer many 
advantages. 

It is inexpensive, colorful, easy to 
handle, light in weight, compact to 
store, can carry your message, has a 
fairly long life, can be integrated 
with other media, and appeals to 
most people in one way or another. 
Where can you get more than that 
for a matter of pennies? 

There are many occasions on 
which advertisers have used bal- 
loons. One of the most common is 
the gift of a balloon to every child 
who comes into a store accompanied 
by an adult. Or giving away balloons 
at the opening of a new gasoline 
service station. 


> The balloon business is competi- 
tive. While there are differences 
among companies, they are not ob- 
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vious to the inexperienced purchas- 
er. For that reason, suppliers are 
reluctant to publicize the names of 
their customers. Once a customer, 
they reason, usually a repeat cus- 
tomer, and why give away potential 
business? So the following examples 
will remain anonymous, but they 
are none the less authentic. 


© To help remind customers of a 
change of address, balloons with the 
new address imprinted were given 
away during the few weeks preced- 
ing the move. 


© To help increase store traffic dur- 
ing the slow parts of the week— 
Monday through Thursday—a chain 
of supermarkets gives balloons away 
to children accompanied by their 


Balloon for Impact . 


The balloon on 
the smokestack is the smallest part of this 
presentation, but it adds life to the kit. 


mothers. This shifts volume from 
the heavy week-end to the time 
when service is faster, helping to 
level out the length of the check-out 
lines. 


e To promote a national sale week, 
a national association of retailers 
makes balloons available to its mem- 
bers. They are used both as traffic 
builders and to decorate the store. 


@ To take advantage of the desire of 
convention-goers to take something 
home for the kids, one company 
gives out balloons at its booth, im- 
printed on one side with the name 
of the convention city, and the name 
of the company on the other. 


@ To draw visitors from the widely 
scattered areas of county fairs, this 
exhibitor gives balloons, bearing an 
invitation to see his exhibit, to all 
children who pass by. The gaily- 
colored invitations are soon scat- 
tered over the many acres of exhibit 
area. 


e To give extra impact to a direct 
mail selling campaign, a balloon im- 
printed with the offer headline was 
enclosed as part of the mailing. The 
number of orders was almost 
doubled by this technique. 


® To gain attention for a special 





Advertisers Buying Guide 


sale, an appliance dealer released 
fifty balloons, each carrying a $50 
merchandise certificate. Although 
the results in publicity were fine, 
the cost was lower than it seems. 
Only one 
redeemed. 
Virginian 


certificate was actually 
The others, the canny 
retailer reports, were 
probably blown out to sea. 


e To make it easier to see “the lady 
of the house” when the door was an- 
swered by a child, this door-to-door 
selling organization supplied bal- 
loons for its representatives to give 
away under such circumstances. 


» The balloon is basically a “fun” 
item. Its associations, which go back 
to childhood memories, are linked 
with trips to the 
beach or the zoo. Its connotations 
are with pleasure, and an advertis- 
er’s use of balloons takes advantage 
of this attitude. Some of the pleasur- 
able approach is bound to rub off to 
the advertiser and his name or his 
product. 


circuses, fairs, 


Balloons lend themselves to imag- 
inative and ingenious uses. A good 
example is taken from a campaign 
of Libby, McNeill & Libby, which 
was having a car-load promotion. 
Their prospects were buyers for su- 
permarkets and chains, who usually 
have their choice of promotions to 
use. Libby wanted something unusu- 
al, something to take its presenta- 
tion out of the routine. 

The company 
Schaack Premium 


turned to Van 
Corp., Chicago, 
which came up with a balloon-using 
device that did the trick. It was a 
414” plastic locomotive, with a white 
balloon attached to the top of its 
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Coming Next Month! 


smokestack. On the balloon was im- 
printed the slogan of the promotion, 
“Going places with Libby’s.” 

To start out his presentation, the 
salesman took out the locomotive 
and inflated the balloon through a 
mouthpiece which was just below 
the cab of the engine. He then 
placed it on the desktop, or any con- 
venient flat surface, and let go. The 
escaping air impelled the engine 
across the desk, letting out a whistle 
at the same time. 

The device, which cost something 
under 20¢ a unit, was left with the 
buyer. If he were kind to his chil- 
dren, he might take it home for 
them. If he were selfish, it would re- 
main on his desk. But in either case, 
it would be a pleasant reminder of 
the promotion. 


> The use of balloons is, in general, 
not difficult to work into a promo- 
tional campaign. But in order to 
make sure just what can and cannot 
be done, let’s take a look at the 
process by which balloons are pro- 
duced. 

It starts with a mold of die-cast 
aluminum, which is the size and 
shape of the finished balloon. To be 
more precise, it starts with a large 
number of identical molds, 
from the same master. 

A rack of molds, somewhere be- 
tween 1,000 and 2,000 of them, is 
dipped in a chemical bath to control 
the amount of rubber which is to be 
deposited. Then the rack is dipped 
into tanks of colored liquid rubber. 

After washing, to remove impuri- 
ties, the end ring is rolled on each 
balloon. The racks are then passed 


made 


How to Buy Propuct MINIATURES 


And in the following months: 


Propuct REPLICAS 
PAPER MERCHANTS 


SYNDICATED HousE ORGANS 


Cut-Out LETTERS 
Desk-Torp ProJectors 


Comic Books 


SPIKE 
YOUR 
AD 

AND GET 
RESULTS 


with the 


Golden-Spike 
Ball Pen 


Get extra attention to 
your sales message with 
the all new Vernon 
Golden Spike Ball Pen. 
Builds good will, increases 
traffic at conventions, 
sales meetings, fairs or 
anniversary celebrations; 
or opens the door to 
important people when 
used as a calling card. 
Offers clever slogan 
possibilities such as 
“Spike high building 
costs ...”. Yet, its cost is 
so low you can afford 
mass distribution. 


The Golden Spike Ball 
Pen is a top quality, fine 
point ball pen brass 
cartridge woodcased and 
finished in a gleaming 
gold color. Your ad 
message — up to 5 lines — 
is printed in black ink, 
then lastingly protected 
by a plastic coating. 


So give your sales message 
the attention that gets 
results. Send for your free 
sample and prices today. 
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Please send me my free sample and prices 
of the Golden Spike Ball Pen. 


My Nome__ 
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Gut 


ONE WORD 

DESCRIBES 

THE ABSOLUTE 

SUPERIORITY 

OF TUF-TEX 

BALLOONS —FOR MANY IMPORTANT 
PREMIUM USES AND PROMOTIONS! 


Typical of Maple City's added measure 
of incentive appeal to children and par- 
ents is NEW TWO COLOR IMPRINTING ON 
FLUORESCENT DAYGLO- TUF-TEX  BAL- 
LOONS. Individually these two features 
are distinctive . . . combined, the results 
are striking beauty and outstanding at- 
tention value. 


PHONE OR WRITE 
FOR SAMPLES AND 
MODEST PRICES 


The Maple City Feubber Co 


S56NEWTON STREET, NORWALK, OHIO 


SSRN ie 


STORY LAND MAP 
Dy 


Giant 50’ x 38” 


A wonder-full- 
color STORY ie 
LAND MAP, show- ial 
ing all the famil- Se 
iar, delightful make-believe 
characters pictured in an en- 
chanting fairy land setting... 
Appeals to children of all ages. 
Perfect for playrooms, dens, 
story telling. 

Send for Brochure A-4 


A. Landy, Mgr. 
Sales Promotion Div 4 


AMERICAN MAP CO., INC. 


Cae time) N.Y. 23, N.Y 


16 + GRR - April 1960 


through a heated tunnel to cure the 
rubbe 

After curing, the 
stripped from thei: 
with the use of 


balloons are 
molds, often 
compressed all 
They are now ready for imprinting. 

While printing can be done direct- 
ly from type, cuts are usually made. 
This is essential when any kind of 
artwork is to be used, or where two 
applied. Balloon 
makers insist on keeping control of 


colors are to be 
plate making, since plates 
are essential to a good printing job. 

Printing is still pretty much of a 


propel 


hand operation, performed mostly 
by women employes. In its simplest 
form, each balloon is blown up to its 
actual size. Still inflated, it is rolled 
against the ink-covered type or cuts. 
It is kept inflated until the ink has 
dried, after which it can be deflated 
and packed. At this stage, of course, 
leaks and imperfect balloons are 
discovered and eliminated 

The inks used are of special com- 
position. They must meet very rigid 
specifications. Their first character- 
istic, of course, is to stick to the 
rubber in spite of numerous infla- 
tions and deflations. The skin of ink 
that is deposited must, at the same 
time, stretch along with the balloon, 
but must not flake off 

For speed in production, the ink 
must be quick-drying. For a clear 
impression, the ink must stay where 
it is put, and refuse to migrate, in 
spite of the fact that good adhesion 
is achieved when the ink does travel 
into the rubber itself. 

Finally, the ink must not weaken 
the balloon, either physically or 
chemically 

With all these qualifications, it is 
surprising that a suitable ink has 
been developed, but one has indeed, 
and most printing is adequate. Some 
of the newer synthetic materials, 
suitable physically for balloons, have 
still thwarted the arts of the ink 
maker, and therefore are not used 
for sales promotional purposes. 

This production process is almost 
the same for all manufacturers, al- 
though the degree of mechanization 
varies from one to the other. All 
manufacturers are searching for 
ways to increase the mechanical 
handling of the balloons through 
the processing, but with varying 


success 


> In deciding to use balloons, and 
before an actual order can be placed, 
the buyer must make a number of 
decisions, and choose what he wants 
in each of the characteristics that 
determine the nature of a balloon. 


Shape and Size. . The three basic 


shapes within the industry are 


effects 


anaglyphs? scopes? 
bi-color spectacles? 


Whatever you cail 'em—we make 
‘em! 


Yes, we have bi-colored or single- 
colored viewers for special effects. 
In quantity for printing or movies 
in red and green or special colors. 
For samples, prices and FAST AC- 
TION call or write NOW. Dept. 
AR4 


FREEDMAN (it - (ii 


34 HUBERT ST., N.Y.13*CA 6-2750 


BUY DIRECT 
FROM FACTORY AND SAVE ! 
ON TOP QUALITY—ADVERTISING 


00 | MIN.1M 
$ (PER) INCLUDES 4LINES of PRINTING 
m!) WRITE FOR CATALOGE PRICE LIST 


OIPCRAFT MFG. COMPANY 
4830 HATFIELD, PGH.!,PA- 


EASY WAY 
TO STAY 
ON THE BALL 


Dozens of readers, and advertising 
agency executives in particular, have 
written us to the effect that Adver- 
tising Requirements is one book 
that enables them to stay on the 
ball. The president of one New 
York Agency, for example, says 
“Advertising Requirements is help- 
ing me to keep my staff up to date. 
I am requesting that all creative 
and production personnel read it 
thoroughly.” If you have any 
doubts about seeing every issue, 
we suggest you enter your own 


personal subscription at once. 





round, airship and paddle, the last 
being an oval. Most manufacturers 
have all three of these in various 
sizes. In addition, each of the manu- 
facturers has some special shapes of 
his own, which may be exclusive 
but are probably not. 

One of the reasons for this is the 
physical limitations of the process. 
Because of the necessity of an even 
cover of rubber during the dipping, 
and the need to be able to strip the 
finished balloon from the mold, only 
a limited amount of deviation from 
the standard forms is possible. 

In addition, molds are expensive. 
One manufacturer has estimated 
that a special mold—and the number 
of duplicates required for economi- 
cal production—might cost as much 
as $2,000. In order to amortize the 
cost of a special design, a customer 
had better be prepared to place an 
order for at least 1,000,000 balloons. 


Color .. The range of colors is 
broad, although the vast majority of 
balloons are produced in perhaps 
half a dozen standard shades. We 
are all familiar with the common 
colors—red, blue, green, yellow, or- 
ange and white. Some shade of each 
of these is available from each of the 
suppliers, and in addition, most of 
them have one or two special colors 
which they offer exclusively. 

In ordering, you must be sure to 
specify the color you want. Some 
companies will supply assorted col- 
ors only, with a separate charge for 
limiting the order to a single color, 
while others will follow your color 
selections without additional cost. 

Special ‘colors are not available. 
A balloon maker will not try to mix 
a solution to make a balloon the ex- 
act match of the color of your lip- 
stick, for example. If a color match 
is essential, the procedure that is 
advised is to order your balloons 
either white or transparent, and 
achieve the color match through 
special ink. 


Imprinting .. Although each com- 
pany has a set of standard colors 
which it prefers to use, almost any 
color can be achieved in the special 
inks that are used. Pricing practices 
for special colors in ink vary. Some 
companies make a direct fee; others 
require a minimum order; some may 
offer special inks at no charge. 

Two-color printing is also avail- 
able from most sources. Remember, 
however, that the printing process as 
used on balloons is still compara- 
tively crude. You cannot expect very 
great detail or precise registration. 
While experiments have been made 
with three-color printing, the prob- 
lem of registration has made it as 
yet impractical. 


THE TIME 
IS RIPE 


FOR ADVERTISING ACTION 


There’s important business to be had in advertising, sales promo- 
tion and merchandising today. And there are indications galore in 
the predictions of financial experts, government officials and busi- 


nessmen alike that marketing’s purchases today are only a shadow 
of what’s to come. 


Bigger and better budgets are mushrooming up on all sides. 
In the burgeoning consumer markets, advertising, sales promotion 
and merchandising are counted on to help move more and more 
goods to more and more people. In the billion-dollar-and-growing 
industrial advertising market, advertising is fast becoming a full- 
fledged member of integrated marketing teams and carrying the 
ball more and more often to help solve specific sales problems. 


Manufacturers are looking to all forms of advertising in both 
fields to help them introduce and develop markets for new products, 
to rebuild and increase inventories, to reach new and bigger busi- 
ness for their present lines. 


And wherever important advertising plans are being made— 
wherever advertising and promotion and merchandising cam- 
paigns are being put into action, there you'll find the professionals 
of advertising looking to Advertising Requirements for help in 
filling their almost insatiable needs. 


They’re looking here—in The Workbook of Advertising & Sales 
Promotion—for information on new products and materials, for 
new effects that will get more sales and response for their advertis- 
ing dollars. They’re looking for new methods for cutting costs, for 
new products and services that will speed up deliveries, new appli- 
cations to add impact and penetration to their sales messages. 


It’s Advertising Requirements’ unique service—in 9 advertising 
areas in each issue—that has built such a loyal following of over 
21,000 advertising professionals in manufacturer, agency and serv- 
ice firms from coast to coast. It’s Advertising Requirements’ unique 
combination—right editorial coverage for the right buyer audience 
—that produces such enthusiastic responses from its readers. 


Advertising 


Requirements 


Workbook of Aduertiing & Colet Prowation 


Published By The Publishers of ADVERTISING AGE 
ond INDUSTRIAL MARKETING 


200 E. ILLINOIS ST., CHICAGO 11 + 630 THIRD AVE., NEW YORK 17 
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STEGEMAN 
css dial 
THERMOMETERS 


Perfect sales 
promotion give away 


Give your product 
plenty of fire . use 
these clever thermo 
units. Standard or 
special die-cut, set-up 
designs. Write for free 
sample and catalog 
...See us at Premium 
Show Chicago Navy 
Pier April 4-7 
Booth A-64 


STEGEMAN SPECIALTY MFG. CO. 


P.O. BOX 63, DEPT. P, NEWPORT, KY 
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Copy and Art. . For balloon ad- 
vertising, copy should be short and 
art simple. The exact space that can 
be used on a balloon for printing 
varies both with the size of the bal- 
loon chosen and with the manufac- 
turer. Some have developed tech- 
niques to permit them to use a larger 
area of the balloon’s surface than 
others. 

One recommendation is that a 
good limit to set yourself is three 
lines, averaging 20 letters per line. 
Any artwork you use, of course, will 
take away from this number. 

Artwork should be simple and 
bold. Fine lines are risky, even 
though they may sometimes appear 
well. For the least expense, the art- 
work should be supplied in the ac- 
tual size needed for printing, and in 
separations, when two colors are 
used. 

While the cost of setting type, pro- 
vided you use the faces offered by 
the manufacturer, is usually in- 
cluded in the basic price of the bal- 
loons, the cost of cuts made to your 
order is most often an additional 
charge. Some manufacturers will bill 
you at cost. One price list, for ex- 
ample, quotes “about $15.00 for one 
color; about $35 for two colors.” An- 
other manufacturer, to make it un- 
necessary for salesmen to query the 
factory on each such order, has set 
up a flat rate, based on its average 
costs. 

Stock artwork and cuts are usu- 
ally available from all manufac- 
turers. They have on file not only 
standard subjects, like a black cat to 
use with a Hallowe’en promotion, 
but trademarks of national com- 
panies and insignia of various or- 
ganizations. If the cuts exist, they 
can usually be added to your bal- 
loon at no additional cost. 


Basic Shapes 


Helium .. Balloons are far more 
attractive and desirable if they are 
inflated with helium. This is one of 
the only two gases which are lighter 
than air, and which, therefore, will 
cause a balloon to rise. Hydrogen, 
because it is inflammable, is dan- 
gerous to use in a balloon, and is, as 
a matter of fact, never used. This 
leaves helium as the only choice for 
a gas which will permit a balloon to 
soar. 

Helium is, however, expensive, 
costing as much as, or more than, 
the balloon itself. Nevertheless, most 
balloon manufacturers recommend 
its use, because of the additional 
excitement it lends to the balloon. 
It gives the balloon an apparent life 
of its own, a sense of independence. 
Tied on its string, a helium-filled 
balloon seems to strain to get away. 

Helium is not always available. It 
is produced in limited quantities and 
the government has first call upon 
the supply, mostly for use in dirigi- 
bles. The tightness of supply varies 
from time to time, but as this is be- 
ing written, helium has been easier 
to get than at any time during the 
past several years, and it is expected 
to remain available. 

The major manufacturer of heli- 
um is the Air Reduction Co., and 
it can be obtained from distributors 
who handle oxygen, nitrogen and 
other gases. Your balloon supplier 
can be of help in locating for you 
your nearest supplier. 


> It is not easy to decide among 
manufacturers. To the uninitiated, 
most balloons look alike. A direct 
price comparison is both difficult 
and unfair. In comparing prices, be 
sure that you have all factors in- 
cluded in your calculations. For ex- 


ample, some companies include 


The round, the airship, and the paddle are produced by most manu- 


facturers. The dotted lines indicate the areas you can use for imprinting, although you 
must remember that this varies from one company to the next. 





You, too, can become an expert balloonist 
with PIONEER’S “Advertising Balloon Fact 
Pack,”’ a handy file folder containing full 
color balloon illustrations and prices, adver- 
tising balloon ideas, ordering instructions, 
imprint work sheet and order blank. Write 
Betty Wolfe for your free copy at... 


te PIONEER utter Company 


410 Tiffin Road * Willard, Ohio, U.S.A. 


Litho in U.S.A. 


In your promotion 


plans 


...Call fa 
quality 
balloo 
..Call fo 
Qualate 


The PIONEER Rubber Company 
Advertising Balloon Division 
410 Tiffin Road, Willard, Ohio 


Dear Mrs. Wolfe: 
Please send me your FREE ‘‘Advertising Balloon 


Fact Pack’’. 
Firm 
Address. 

City. 


Zone. State. 


Requested by 


A2-9595016 
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WILL MEAN 


MORE 


——_ 


You! 


FRESH ORCHIDS AS LOW AS 10c¢ EACH 


Nyy m 
d f*K Rh! 
EBorcnis OF HAWAII, INC. 


tviNin AVENUE MEW TOO) MF 


MERCHANDISING AND MARKETING 
EXECUTIVES SEEKING SOLUTIONS 
FOR PROBLEMS OF THE SIXTIES 


should attend 
27th annual 


Buyers E xposition 


the hub of the premium and 
ncentive merchandise industry 


April 4-5-6-7, 1960 
NAVY PIER @ CHICAGO 


AT NPBE, you find practical-idea men of the 
great premium industry - men of experi- 
ence who have helped others solve tough 
marketing and merchandising problems. Here 
cre men with records of success . . . men with 
ideas, who can help you get merchandising 
programs underway, and aid your company in 
getting a head start in the new decade of the 
60's. It will pay you to talk with these men. 


Just ONE new idea will more than pay for 
your time in attending. 


For admittance badges to this exclusive 
trade show write on your business letterhead 


A. B. COFFMAN ASSOCIATES 
Exposition Managers 

28 East Jackson Bivd. 
Chicago 4, Illinois 


Phone WEbster 9-0980 


NPBE under the auspices of the 
Premium Advertising Association of America, Inc 


el 
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Producers of Balloons for Sales Promotion 


"Anderson Rubber Co. 
“Barr Rubber Products Co 
‘Dipcraft Mig. Co. 

‘Eagle Rubber Co. 


Faultless Rubber Co. 
33 Rubber Si 


} 


‘The FliBack Co. 
Lee-Tex Rubber Products Corp. 


7 


Van Dam R 


299 J 


shipping costs; others add them. Be 
sure to figure in art and type costs, 
according to the way the individual 
manufacturer handles it. If you want 
a match color in your ink, is that a 
separate charge? 

Another factor to watch is the 
quality of printing. The sharpness 
of impression reflects on the stand- 
ards of your company. Cost-cutting 
is often done at the expense of 
printing quality. Cutting down dry- 
ing time, for example, Saves money, 
but it leads to smeared and blurry 
printing 

The quality of rubber is another 
factor, but one which is not as easy 
observe. The less 
used in a balloon, the less 
the cost of 


to measure 01 
rubbe1 
materials. There is a 
temptation to cut costs by making 
the wall thinner. This saves money, 
but it also results in a balloon with 
less resistance to breaking, with 
likelihood of minute pin- 
holes through which the air or the 
helium can leak slowly. 

On the other hand, you don’t want 
a too thick balloon, especially if you 
expect to give them away unin- 
flated, and expect the inflation to be 
done at home. The thicker the film 
of rubber, the harder it is to blow it 
up. If you are using a pump or a 


greater 


tank of compressed air, this may not 
be much of a problem, but lungs 
vary widely in strength, and a 
worn-out father may not be much of 
a friend of yours. 

Finally, the intangible factor of 
service must be considered. You 
want your order to be filled with 
the correct merchandise, in the right 
colors, and to be delivered on time. 


ubber Co 


Maple City Rubber Co. 


Natl. Latex Products Co. 
*Oak Rubber Co. 
‘Pioneer Rubber Co. 


es 
VV 1c 


Pacific States Rubber Co. 
S44 N Vermont Av 


I Angele cal 
Pioneer Rubber Co. of Tex. 


i Priesmeyer & Co. 


I 
L 


A program that depends upon the 
delivery of balloons for its impact 
cannot go into effect if the balloons 
do not arrive on schedule 44 


Better Mousetraps... 


Good Specialties Show 
New Twists on Old Items 


Frequently an interesting special- 
ty or premium is the result of cre- 
ative ingenuity applied to an already 
existing product. Two of the best 
examples we've seen lately are as 
follows 


Plastic A key case on a 


Key Case new principle has 

been added to the 
Vinyleraft line. When not in use, 
the keys are held on a chain inside 
a vinyl case only 214x4”. To get at 
the keys, a tab is unsnapped and 
the keys slide out ready for use. 
When you are through, the tab is 
snapped back in position, pulling 
the keys into the case, where they 
cannot catch or snag in pocket or 
purse. 

The case comes in a variety of 
grains and colors, and 
price from 22¢ to 31c, 
print, depending on 
quantity. 


range in 
including im- 
finish and 


- for more details circle 424, page 143 


Ingenious Especially suited 
Wrench for the man who 

likes to work with 
his hands are the three wrenches 
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S 


S 


scissors 


R= 


Ol es ee 
pol. be 
TCM Metal yr 


att) 
perfectly 


scaled-down } : 
UE ats tn 


alas 


NEw 


\ screwdriver 
\ 


Authentic metal, 
detail; fascinating te at 
miniatures are cast-assembled 

one operation by GRC's 

patented "INTERCAST proces ural 
finish or brass plated. GRC also die casts ane 
special small parts t rder; ask for 

special bulletin 

Write, wire, phone TODAY, 

for samples and prices of 

GRC metal miniatures. 


GRIES REPRODUCER CORP. 
World's Foremost Producer of Small Die Castings 
3 Second St., New Rochelle, N.Y. NEW Rochelle 3-8600 


BUY DIRECT 
FROM FACTORY AND SAVE! 
ON TOP QUALITY—-ADVERTISING 


PRINTED BALLOONS 
120 2) 


INCLUDES 4LINES of PRINTING 
WRITE FOR CATALOG EPRICE LIST 

DIPCRAFT MFG. COMPANY 

4830 HATFIELD, PGH.!, PA- 


If YOU Are in any 
of these fields... 


Paper 

Printing and Binding 

Premiums, Prizes, and Specialties 
Shows and Exhibits 

Sampling and Couponing 
Typography and Layout 

Labeling and Packaging 

Radio and TV Production 

Signs and Identification Materials 
Audio and Visual Aids 

Direct Advertising 

Art and Photography 
Photoengraving and Platemaking 
Window and Store Displays 


Professional Services 


Your advertising belongs in 


Advertising 
Requirements 


added to the Wirco Line. Made in 
Western Germany 
steel, they need but a single hand 
to lock in place. A twist of the 
wrist opens the jaws, and a twist 
locks them in position around the 
nut to be turned. 

There is space for imprinting on 
the wrench head. Three sizes are 
available, and combinations of two 
or three of the wrenches may be 
made for a special gift set. Prices 
run from $2.30 to $4.55 for wrench- 
es, depending upon size and quan- 
tity. 

- for more details circle 425, page 143 


Candy ‘n Flowers Easter and 
Mothers’ Day sales promotion by Chunky 
Chocolate Corp. 
premium offer. Corsages are 
by Orchids of Hawaii 


can be removed. 


features orchid corsage 
supplied 
Display header 


Candy and Flowers Makes 
Appealing Promotion 


With a candy product and a 
flower premium, Chunky Chocolate 
Corp., New York, produced an ap- 
pealing promotion aimed at Easter 
and Mothers’ Day sales. 

Each 4%4 ounce bag of Chunky 
Cuties contains a coupon offering 
a two-orchid corsage for just $1. 
The fresh orchids are sent airmail 
by Orchids of Hawaii and timed to 
arrive the day before the desired 
date. 

Each corsage, complete with rib- 
bon and pins, is sent in a special 
round acetate florist box which is 
shipped in a special protective mail- 
ing box. 

To promote the offer, Chunky 
used display cartons holding 120 
candy bags. Each has a special dis- 
play backboard promoting the spe- 
cial offer. It can be removed after 
the two holidays and used through- 


out the year. 44 | 


of drop-forged | 


Promoters 


that really 


promote 2 
premium quality 
Imprinted with your 


Balloon company name, these 


colorful balloons are available in all sizes, 
shapes and colors — low-cost, high impact 
imprinted balloons will add punch to any 
promotion! : 
Fairs 


Premiums 
Giveaways 
Direct Mail 

Point-of-Sale 
New Products 
Special Events 


Store Openings 
Merchandising Aids 


FOR COMPLETE INFORMATION, PRICES 
AND SAMPLE, WRITE: 


EAGLE RUBBER CoO., INC. 
ASHLAND, OHIO 


SAVE 50% 


SEND FOR OUR 1960 
Trophy Catalog 


@ Athletic 

@ Incentive 

@ Safety 

@ Easy Selection 

@ One Catalog 
immediate Delivery 
Engraving — 2'2¢ a 
letter. 


Your trophy free if 
we don’t deliver as 
promised. 


All your award needs filled in one 
catalog — send for yours today! 


Emblem & Badge 


MANUFACTURING CO. 


DEPT. AR-1 68 PINE STREET 


PROVIDENCE 3, R. I. 


April 1960 + @ - 51 





‘LET'S GET 
SU Cat 
TO THE POINT... 


* 
and avoid Make it a point to design your booklet, bulletin or direct mail piece to fit a 


standard U.S.E. Envelope, and avoid last-minute tangles. You will find 70 


° 

last-minute styles available in many sizes in the U.S.E. Envelope Selector Chart. It’s free. 

tangles over Ask your envelope supplier for a copy or write Advertising and Sales Pro- 
motion Department— 

envelopes 


United States Envelope Company 


General Offices © Springfield 2, Massachusetts 
Plan your advertising with U.S.E. Envelopes. There is a style to suit in a size to fit. 


April 1960 





$ $ >$ $$ $$ $$ $ $ $ F$ F 


HOW TO GET MORE 
FOR YOUR 
DIRECT MAIL DOLLAR 
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Direct mail is one of the most versatile of all 


media, and one of the most economical, if you 


use it wisely, and with full recognition of its 


capabilities and its limitations. 


Let's define what we're talking 
about when we speak of “direct mail 
advertising.” 

In many people’s minds, direct 
mail is a means of selling shirts or 
ties, or luggage, or magazine sub- 
scriptions by mail. It does these 
things, with great success. But this 
is selling wholly by mail. It is called 
Mail Order. It is an important area 
of direct mail, and has become al- 
most a separate medium in itself. It 
is also one of the toughest — be- 
cause it requires enough skill in 
selling-in-writing to move goods 
and services sight unseen. 

The broader functions of direct 
mail advertising have more general 
application to business; they relate 
to the activities of salesmen, and to 
complete advertising coverage of se- 
lective markets. 


This article has been adapted from a 
booklet of the same title, issued by 
Dickie-Raymond Inc., Boston. 


GRAY AvooGRADy 


To Build Sales Leads . . 


. These useful booklets, offered by mail 
to businessmen, produced leads worth following up locally 


> There are seven functions of direct 
mail beyond direct selling. See how 
these uses for direct mail advertis- 
ing fit into your selling and adver- 
tising needs: 


1. Direct mail advertising can sup- 
g 

plement the work of salesmen by 

securing leads for follow-up. 


2. It can be used to pre-condition 
prospects in advance of a salesman’s 
call — to make prospects more re- 
ceptive, and soften up sales resist- 
ance. 


3. It can supply frequency of con- 
tact, at low cost, where personal 
contact is geographically unfeasible, 
or where sales potential does not 
warrant frequent personal calls. 

4. It can be used as a medium of 
pure advertising to key groups of 
prospects — and obtain an impres- 
sively high level of readership. 


5. It can be the backbone of dealer 


To Reach Specialized Markets . . 
written from the women’s viewpoint, influenced executives. 


and distributor programs. 


6. It can induce people to patronize 
a retail store or other service con- 
ducted over-the-counter. 


7. It can be tremendously effective 
in research and market surveys — 
the results of which are useful in 
product and service development, 
often basic in advertising and sales 
planning. 


> Selectivity is the key to the use- 
fulness and effectiveness of direct 
mail. It is concerned with top mar- 
ket layers — people who can be 
identified as the best, the most likely 
prospects. Direct mail is aimed di- 
rectly at such groups, selected in 
advance. It bolsters general adver- 
tising in magazines, newspapers, 
business publications, radio and tv, 
as well as being a promotional me- 
dium in its own right. 

Audience identity, pre-selection 
by geographic area or common in- 


. A booklet and letter, both 


Direct Advertising * 53 





Ist CLASS POSTAGE for 
3rd CLASS ae 















@ Retain the dignity your Ist class 
letter must have to receive per- 
sonal attention. 


@ Send it with your 3rd class cata- 
log in Du-Plex... letter arrives in 
distinctive Ist class compartment 
separate and apart from catalog. 


@ Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class value for the $40 00 
per thousand postage you pay. 


Write for Du-Plex samples, prices! 


Du-Plex 


ONVELOPE CORPORATION 
Tea ULL aa eee Comb met 


One thing al a lime 
wknd thal done well, 
Gs a ve “y good vale, 


hs many can tell. 
SOME JERK 7 





Some Jerk is right. There are many 
things we can do at one time and do 
em well, like printing your letterheads 
while addressing your envelopes, sort- 
ing your lists while processing your 
letters etc. etc. Just take a look be- 
low and see the many departments 
which are available to serve you at the 
same time . . . and be done well as 
many can tell. 


ADVERTISING SERVICE 
$2) SOUTH WABASH AVENUE be ag 
Fast and Resourceful Service ; oa 
© Printing * Molline 
imachenice! Smpelent 


ie 
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To Build Goodwill . . 
operative aids, of which this booklet is an example 
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- To keep retail druggists friendly, Davol mails out many co- 


It is devoted entirely to helping 


store owners to build profits, and keeps the sponsor in the background 


terest, gives you a tremendous ad- 
vantage in advertising and promot- 
ing by mail. You know that all the 
people you are talking to are the 
kind of people you want to reach. 
Your message it need 
not be tempered by generalities and 
broad arguments that are  nec- 
essary when advertising to a mixed 
or mass audience. Being able to talk 
in terms of the interests and prob- 
lems of each market, properly-pre- 
pared direct mail gets high reading 
interest. 


is direct 


Experienced users of direct mail 
look upon it as an indispensable arm 
of advertising and selling. 


> Almost every business has selec- 
tive markets in its sales picture. 

An automobile maker must reach 
the broad public through all general 
media. But the present owners of his 
make of car represent a property to 
be protected against the pressure of 
competition. These owners can be 
identified, can be reached direct, can 
be talked to in the warm language 
that can be used with a customer. 
Owners of competitive makes of cars, 
in the same price class, or lower, 
can be reached by direct mail — 
with the kind of sales arguments 
that can only be used when you 
know to whom you are talking. 

Take an airline. Air travel is for 
everybody today, agreed. Neverthe- 
less, there are selected portions of 
the general populace that are known 
to have the time and money to trav- 
el. Executives, for example, have 
higher-than-average need for trans- 
portation and for air speed — both 
for business and personal travel. 
Then there are others who have 
great influence on the thought and 
opinion of those around them. An 
airline has something special to say 
to such people, an important money 
stake in winning them over. 


Consider the maker of business 
machines. He has an important sales 
job to do on presidents, treasurers, 
office managers, and top-level exec- 
utives. By direct mail, he can get 
such men to reveal themselves as 
active prospects. He also can cap- 
italize on another virtue of direct 
mail. Direct mail has no restrictions 
of space or time. It can tell the 
whole story in whatever depth is in- 
dicated, in whatever physical form 
is best to do the job. 

Which leads to an important point. 
Direct mail is not the simple medi- 
um too many take it to be. The 
planning and production of direct 
mail calls for just as much special- 
ized experience as any other medi- 
um — perhaps more. Direct mail 
must carry itself — it cannot count 
on help from a magazine serial, 
radio entertainment, or tv spectacu- 
lar, in getting an audience to read 
or listen. Attention depends upon 
the right combination of words, art, 
direct mail strategy. 

This is a job for the experienced, 
for those who have learned how to 
plan, write and design direct mail 
advertising through long practice as 
professionals. This is a job for the 
best brains you can get. 


> Rising sales cost is probably the 
most important subject of discussion 
among sales managers today. One 
authority estimates that costs per 
call in the industrial field have 
soared 80% in the past twelve years; 
others figure that it costs from $17 to 
$20 just to get a salesman to stick 
his foot in the door. Almost all com- 
panies agree that selling is much 
harder today, with expectation that 
the competitive going will get even 
more intense. 

It’s a situation that calls for new 
or improved sales techniques and 
methods. One of the weapons being 
























Was 
| 
NEE 


Just as every woman knows somewhere, waiting, 
is her perfect mate—so it is, sure as shootin, that 
every catalog mailing has its perfect envelope. 
THE ONE, that by nature, closure, construction, 
will reach its prospect in perfect order, intriguing, 
winning immediate attention. 


To assure your mailings this kind of togetherness, 
bring your problems to Cupples-Hesse. Here 
creative design performs envelope magic, comes 
up with practical solutions that please direct 
mailers with the envelope, pleases them more 
with results it helps to bring. 


Call your local representative today for information. 
Consult yellow pages under “Envelopes” or ‘‘Tags.” 


Cupples-Hesse Company 
Division of St. Regis Paper’ Company 
ST. LOUIS 15, 4100 N. rimasuronwar /oernor 16, 3633 MICHIGAN ave foes MOINES 13, 1655 E. MADISON AVE. 
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YOUR 


PLA DIRECT 


MAIL CAMPAIGN 
PROPERLY — REACH 
INDIVIDUALS, NOT 
TITLES OR 
FUNCTIONS! 


Titles vary from com- 
pany to company. 
When you mail to a 
company name with a 
title line, the possibil- 
ity of reaching the 
right individual is re- 
mote. 


Besides that, national 
surveys show that at 
least five manage- 
ment and operating 
executives are in- 
volved in major indus- 


trial purchases. Reach- 
ing and convincing 
every one of these im- 
portant individuals, at 
the same time, speeds 
up a sales decision! 


That's why McGraw- 
Hill's specialized in- 
dustrial mailing lists 
are built to contain the 
names of all key men 
in the companies you 
want to reach and sell. 


For complete information, write to: 


McGRAW-HILL 

Me UU AAD 
330 WEST 42nd STREET 
NEW YORK 36, N.Y. 
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used against sales cost inflation is 
direct mail. 

Direct mail advertising, profes- 
sionally planned and executed, is 
the most effective means of making 
salesmen’s footwork more produc- 
tive, more profitable. 


>» Only so many people in any group 
are in a position or mood to buy at 
any given time. Direct mail adver- 
tising guides the activity of the 
salesman by sorting the warm pros- 
pect of today from those of tomor- 
row. It can bring people to ask for 
the story of your product or service. 
Thus they become _ self-selected 
prime prospects, ready to listen, 
ready to be sold 

This is a condition that any sales- 
man welcomes. He can sell more be- 
cause he is steered where the selling 
is currently best. It saves him from 
wasting costly time, allows him to 
make more calls that count. This 
application of direct advertising can 
reverse the trend of rising sales 
costs by bringing companies better 
sales results at lower cost per call, 
lower cost per dollar of business 
sold. Repeated studies have shown 
that prospects, primed by promo- 
tional and sales material, buy far 
more than those who have not been 
so pre-treated. 

Direct mail can be tied in with 
salesmen’s work in other ways. In 
many businesses, sales go up or 
down in direct ratio to the number 
of sales calls that are made. Direct 
advertising can be an “in between” 
salesman, making frequent calls by 
mail at low cost. Where sales cover- 
age or representation is thin, direct 
advertising can fill in for the sales- 
man, reaching outlying points or 
prospect levels that are uneconomic 
for frequent personal contact. 


> Proof that the use of direct mail 
for production of leads, and for pre- 
conditioning prospects, is sound eco- 
nomic practice is contained in these 
examples: 


e A firm with a national sales force 
of 300 men took their daily sales re- 
ports and analyzed several thousand 
cold calls right through to the final 
sale. It was found that the average 
value in dollars of merchandise sold 
through cold calls was $24.50. At the 
same time, an identical study of 
calls following up leads generated 
by direct mail showed a dollar value 
of $51. Since 1954, this same com- 
pany has more than doubled its total 
dollar sales traceable to direct mail 
addressed to prospects, and cut its 
costs of lead procurement from $2.28 
to $1.77 almost 25%. 


® Here’s an example that proves the 


To Gain Readership . . . A post-mailing 
survey proved that this piece, sent to 
102,000 business firms, was read by 
62% of the total list 


importance of technique in direct 
mail advertising: A prominent com- 
pany in the office equipment field 
was securing sales from direct mail 
leads at a promotional cost of 71¢ 
per dollar of business sold. Through 
the application of new strategies of 
approach, this cost was reduced to 
a low of less than 7¢. 


e A campaign was launched for an 
insurance company to secure new 
agents. From a single mailing, 24% 
of the list addressed expressed in- 
terest; almost 40% of these were ap- 
pointed agents. Said the client “It is 
our opinion that this direct mail 
campaign was a big factor in one of 
the most successful new account 
years we have ever had. The pro- 
gram resulted in the appointment of 
2,008 new agents — a tremendous 
accomplishment when 500 is consid- 
ered an excellent year.” 


e A manufacturer of business ma- 
chines recently made a _ free-trial 
offer by mail to 15,000 banks. Effort 
paid out in sales to the tune of 
$100,800 — at a promotional cost of 
$1,500. A study of direct mail leads 
for another division of this same 
company showed that direct mail 
accounted for 82.1% of all leads 
from all sources, with a cost per 


lead of $1.29, a value per lead of $36. 


@ The leading producer of heating- 
cooling equipment wanted to intro- 
duce a new product to a tradition- 
ally calloused audience 6,000 
architects and engineers. An offering 
mailing of a source book produced a 
request-response of more than 3,000 
- over 50%. 


e¢ To uncover interested prospects 
for air cargo, an international air- 
line offered a booklet giving com- 
plete facts on the service. List: 41,- 
079 shippers — response 11.2%. 
Salesmen who followed these leads 
called on prospects who were sub- 
stantially pre-sold. 


e A mailing for a bank promoting 
small loans, and offering a booklet, 
pulled a 35°%% response. Fulfilled by 
mail, with a second bid for reply. 





She doesn’t depend on crossed fin- 
gers to safeguard her health. She 
knows many types of cancer can be 
cured if treated in time, so she sees 
her doctor at the first sign of some- 
thing wrong. 


CHIPPER 


CHARLIE 


Her husband Charlie has never been 
sick a day in his life. But he knows it 
can happen to him, so he gets a reg- 
ular checkup every year. 


Lucy and Charlie also con- 
tribute generously to the 
American Cancer Society 
Crusade because they know 
this is the best way to help 
conquer cancer. Guard your 
family — fight cancer with a 
checkup and a check. Send 
your contributions to 
“Cancer,” in care of your 
local post office. 


AMERICAN CANCER SOCIETY 


4% exposed themselves as currently 
active prospects for this bank’s loan 
department. 


From these typical cases it is easy 
to see why direct mail advertising 
is so useful in overcoming the prob- 
lems that beset the sales manager 
of today. It is one medium that often 
can prove itself capable of earning 
back its cost many times over. 

What is more, with acquired ex- 
perience — where direct mail is be- 
ing used as a feeder of sales leads — 
setting of budgets for this activity 
can be done on a scientific basis. 
Knowing the number of leads that 
are required as back-up for a sales 
force in a given year, knowing the 
percentage of response that can be 
anticipated from a mail campaign, 
knowing the value of such leads in 
dollar-sales, it is fairly easy to esti- 
mate the direct mail budget re- 
quired to achieve a sales goal set by 
management. 


> How cooperative can you make a 
dealer or distributor? Experience 
shows that the best way is to give 
him cooperative campaign material 
that is not only attractive but prac- 
tical, by making his part in the pro- 
gram easy, by producing campaigns 
that will bring him opportunities for 
more sales — at low cost. This kind 
of prescription takes some doing — 
and only by doing can you learn 
how. 

Cooperative campaigns have been 
designed on every possible frame- 
work — with materials supplied to 
dealers for their own use, or han- 
dled from start to finish by Dickie- 
Raymond. 

The following examples demon- 
strate the importance of a full un- 
derstanding of direct mail advertis- 
ing at the dealer-distributor level: 


® Promotion of paper to printers 
calls for ingenuity, to reach the man 
who is busy behind his type cases. 
In a recent campaign series, this was 
done by creating folios of layout and 
art ideas for printed public relations 
material, designs for use in retail 
areas. These folios, all useful to the 
printer in building his sales, were 
offered through distributors. Re- 
quests received by distributors 
averaged 29%. 


e A manufacturer of electric prod- 
ucts is a constant user of cooper- 
ative campaigns for dealers and job- 
bers, lighting and electrical contrac- 
tors. The reason is clear when you 
consider results like these: Dealer 
expenditure $7.86, sales $1500; ex- 
penditure $9, sales $4000. Inquiries 
received by dealers from other cam- 
paigns in this field ran as high as 


It pays 
to know 
your Tension 
envelope 
specialist 


Why? Because envelopes, like 
most other things these days, call 
for the knowledge and skills of a 
specialist. The busy buyer can’t 
expect to keep abreast of all the 
newer money-making and time-sav- 
ing envelope developments. 

That's why a Tension representative 
is such a good man to know. He 
brings you the experience, accumu- 
lated know-how and actual samples 
of solutions to literally thousands 
of envelope problems. 

What's the cost of his expert ad- 
vice? Nothing. On the other hand, 
it pays you. Why not use it the next 
time you place an envelope order? 
The coupon below will bring you 
free samples that will show how 
Tension Envelopes are all ways bet- 
ter. Mail it now. 


TENSION ENVELOPE Corp. 
815 East 19th Street 
Kansas City 8, Missouri 


Kansas City « 


Ft. Worth e 
Minneapolis « 


Des Moines 
St. Louis e 


So. Hackensack 


Tension Envelope Corp. 363 
815 East 19th St. 
Kansas City 8, Mo. 


Please send me Envelope idea Kit No. 1 
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BUSINESS FOR OVER 30 YEARS 
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DOES IT FASTER! 


You can count on Marie to handle your complete 
mailings and be assured of prompt and ac- 
Curate services 


Work mailed for you or delivered to you. Marie 
has been handling all mailing details for a wide 
variety of clients for more than 30 years — 


Multigraphing ° Fill-in on Multigraphed 
letters * Planographing * Addressing ° 
Mimeographing * Printing * Addresso- 
graphing * Auto-typed letters. Also 
Addressograph list and hand-list main- 
tenance. 


Call Webash 2-8655 and Just Ask For Marie 


a Leller Sip tu 


431 SouTtTH DEARBORN STREET 
Cuicaco 5, ILL. WABASH 2-8655 


When considering 
buying envelopes 
in Canada 


oN 
ENVELOPES 1p. \Y 


TORONTO MONTREAL OTTAWA WINNIPEG VANCOUVER 
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22%, 25%, 
high as 50%. 


36%; sales closings as 


> Marketing and distribution, future 
advertising and sales plans, can of- 
ten depend upon the things you 
don’t know. 

Survey and research work can be 
done—effectively and economically 

by mail. 

Typical applications give an idea 
of its usefulness: 
® Two surveys one a profile of 
guests for a national hotel chain, the 
second an analysis of life status of 
members for a wildlife association 

brought a helpful 24% response 
for each. 


© A food company wanted to sam- 
ple a new product among employes 
and their selected friends. Out of 
1,455 addressed, 937 (65°%) cooper- 
ated. Sample distribution to friends 
was 98% successful 5,488 requests 
out of a possible 5,622 came back. 


> More and more, business is gain- 
ing new value from direct mail as a 
pure advertising medium. Up to a 
very few years ago, users of direct 
advertising were confident that di- 
rect mail was read because response 
of 4% to 20%, or more, proved con- 
clusively that this was so. On the 
basis of this evidence alone, direct 
mail scored high in readership. 

But inquiring minds began to ex- 
plore the point more deeply. Users 
of direct mail to consumer markets, 
where no response was sought, un- 
dertook studies which showed that 
this type of direct mail received an 
astonishing degree of readership and 
attention. 

Dickie-Raymond carried these 
studies an important step further. 
Because of particular concern with 
executive, business, and industrial 
markets, we wanted to know what 
similar readership research would 
show when applied to mailings to 
these markets. We wanted to know 
how much readership this kind of 
direct mail received, over and above 


Here comes another memo from the 
direct mail department . . . 


direct results obtained. Were busy 
executives, with crowded schedules 
and high competition for their time, 
different from other people? Did 
they pay more attention to direct 
mail than homeowners and house- 
wives, or less? Could we uncover a 
“bonus element” in direct mail that 
would show why this medium had 
been working so _ extraordinarily 
well over the years? 

It is now safe to say that direct 
mail is a measured medium in every 
sense of the word. Under the direc- 
tion of Dr. Theodore H. Brown, Pro- 
fessor Emeritus of Business Statis- 
tics at the Harvard Graduate School 
of Business Administration, there 
has been carried on a continuing 
study of direct mail readership in 
business fields. 

Surveys conducted under Dr. 
Brown’s guidance have brought out 
startling facts about the readership 
of direct mail that is professionally 
planned and produced. The study 
reports are convincing proof that di- 
rect mail in business markets can 
achieve Read Some or Most ratings 
as high as 32% to 62% of the list 
addressed. 

The important thing not to lose 
sight of here, is the quality of the 
readership. In direct mail, going to 
selective markets and using selec- 
tive lists, there is minimum waste 
circulation. Any readership rating 
you win means more, because every 
reader you get is a reader you want. 

Further than this, advertising in 
the mail is free of heavy competition 
with other advertising, editorial 
matter, or other distractions. Direct 
mail works by itself — gets concen- 
trated attention from people known 
to have higher-than-average inter- 
est or need. Direct mail that says 
what it has to say, and says it well, 
is often kept, re-read, and shared 
with others. 


> In direct mail, the amount of ad- 
vertising impact, or the direct re- 
sults obtained, depend upon the skill 
and creative ingenuity put into the 
preparation of the advertising itself. 
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Brochure Explores Paths 
In Export Marketing 


The possibilities and obstacles in- 
herent in the expansion of export 
markets are discussed in a 12-page 
brochure released by Platka-Export, 
Fort Wayne, Ind. 

The chief obstacle, according to 
Platka, is obtaining a staff experi- 
enced in handling international 
marketing problems. Most of the 
brochure is devoted to a descrip- 
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ay A New Concept in 
M PAC , Printing Papers and Inks 
COATED 4g nein . aT LOOK. . 
a NEW INTEREST in 
BOOK Printed Communications 
and COVER and Readership! 


Apco IMPACT Coated Book is an entirely new Apco IMPACT Coated Book is called the paper 
concept in Printing Papers and Inks based on 


with the “Built-In Sunglasses’ because it so 
research by Faber Birren, one of America’s lead 


effectively reduces reading eyestrain and glare 
through use of the IMPACT printing formula. 


The five tints which fall within the actual color 


ing color authorities, as well as by leading oph 
thalmologists and reading psychologists. The 
IMPACT formula for printing combines 5 softly 
tinted papers (Jonquil, Suntex, Coral, Mint kis 
: printing a new depth and natural warmth as 
Green and Azure Blue) with color-related inks 


ranges of daylight also give four-color process 
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ful reading. While black ink and white paper other side of this insert. Here, standard process 
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Revolutionary... Hxciting... Demanding! 


Apco IMPACT Coated papers (Book and Cover 
Weights) offer the only really new concept in ages, 
for improving the effectiveness of advertising 
publication and communication printing. This 
illustrated 20-page Booklet, and Portfolio Sample 
Kit tell the complete story — show comparison 
effects and samples of printing on IMPACT and 
Standard enamel papers . . . Explains how easily 
the IMPACT formula can be applied to your own 
printing for creating new and interesting results . . . 
new readership interest. 


Write for jour FREE cope ; today — 
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tion of the Platka export staff plan 
which puts experienced manage- 
ment staff at the client’s disposal. 
Key men and company facilities 
are shown in the brochure. An in- 
teresting part of the brochure is 
the packet of actual foreign coins 
which show through a die-cut open- 
ing in the cover. 
Copies are available. 
. for more details circle 413, page 143 


1960 Mailing List Catalog 
Released by McGraw-Hill 


The 1960 catalog of business and 
industrial mailing lists is available 
from the Direct Mail Div., McGraw- 
Hill Publishing Co., New York. 

The 36-page catalog contains more 
than 150 personalized mailing lists 
which are available on a rental basis. 

The basic information section de- 
scribes how to use the direct mail 
list service and describes the divi- 
sion’s complete facilities. Also in- 
cluded in the booklet is a summary 
of the latest postal rules and regula- 
tions. 


. for more details circle 414, page 143 


Case Histories Presented 
Of Verifax Applications 


Fourteen condensed case histories 
showing the versatility of Verifax 
Copier applications are presented 
in a 16-page brochure from East- 
man Kodak Co., Rochester, N.Y. 

Entitled “How Modern Office 
Copying Adds Time Where It 
Counts,” the brochure includes in- 
surance, real estate, schools, hos- 
pitals, banking and retailing ap- 
plications of Verifax. 

Specific uses are shown plus 
illustrations of actual Verifax copies. 
Final pages show the four Verifax 
Copier models currently available. 

. for more details circle 415, page 143 


Printed Payroll Messages 
Sell Company to Employe 


A new copyrighted service that 
provides printed pieces on compa- 
ny benefits has been introduced by 
the Van R. Kelsey Co., Los Angeles. 

Called “Payroll Messages,” the 
plan consists of a certificate form, 
approximately 2%x6%4” in size 
which is distributed with the em- 
ploye’s paycheck. Each “Satisfac- 
tion Certificate’ emphasizes a dif- 
ferent company benefit in a light- 
hearted way, and is illustrated with 
a cartoon-type figure. Included in 
the subjects covered are workmen’s 


compensation, group medical plan, 
and coffee breaks. 

Samples and details are available. 

- for more details circle 416, page 143 


Clement Chart Shows 
New Parcel Post Rates 


A bristol board self-mailer which 
opens into a chart showing the new 
parcel post rates has been developed 
by J. W. Clement Co., Buffalo, N.Y. 

When opened, the chart is 18x8” 
and can be fastened to a desk, wall 
or counter. It shows weight in 
pounds from 2 to 70 lbs. in eight 
zones covering over 1,800 miles. Both 
regular parcel post and air service 
are listed with exact prices listed. 

The bottom of the chart contains 
information on the limits of weight 
and size in surface parcel post. 

Copies are available. 

- for more details circle 417, page 143 


1960 Business Directories 
Listed in Klein Folder 


A variety of business directories 
currently available for mailing or 
research purposes is listed in a new 
catalog-folder published by B. Klein 
and Co., New York. 

The inventory includes a mail or- 
der business directory, international 
telephone guide to 
American directories for compiling 
mailing lists, and a directory of 
mailing list houses. 

- for more details circle 418, page 143 


directory, a 


Business Mail Foundation 
Shows Results in Folder 


A portfolio showing public rela- 
tions and publicity results obtained 
in 1959 by its efforts has been re- 
leased by the Business Mail Founda- 
tion. 

The portfolio includes reprints of 
newspaper stories, wire service arti- 
cles, interviews on major network tv 
and radio shows, etc. 

Organized a year ago in the inter- 
ests of direct mail acceptance, the 
Business Mail Foundation consists of 
110 companies engaged in this med- 
ium. The list of participating com- 
panies includes printers, lettershops, 
publishers, major users, list com- 
pilers, list brokers, paper and en- 
velope suppliers, mail equipment 
manufacturers, ad agencies, etc. 

Copies of the 1959 activity port- 
folio can be obtained from the Busi- 
ness Mail Foundation, 130 E. 59th 
St., New York 22. 44 











In 2 simple steps... 


Spy Place your 


clippings, illustrations, 
printed matter, forms, or 
other copy around the first 
cylinder ...then... 


for... 
FORMS 
CLIPPINGS 
CHARTS 
GRAPHS 
DRAWINGS 
HALFTONES 
STATIONERY 
TYPING 


q ... place a blank 
stencil around the other 
cylinder and turn the 
BULLETINS switch. That's all... 
REPRINTS . Gestefax does the rest. 


w 
yes... PASTE-UP LAYOUTS, too! 


Anything printed, typed, or drawn, 
or combined as a ‘paste-up layout’, 
can be swiftly translated into a stencil 
which will immediately reproduce 
amazingly faithful copies on your own 
duplicator. Your office girl operates 
Gestefax at her desk and requires no 
training. In a matter of minutes, im- 
portant and urgent material can be 
‘stencilized’, run off, and distributed 

. without waiting for slow, costly 
camera work. 


by the makers of the Gerlelner 


The famous Dual Cylinder Mimeo 
built like a printing press 


GESTETNER CORPORATION 
216 Lake Avenue, Dept. GX-8, Yonkers, N. Y. 


Send descriptive literature and specimens. 
NAME 
COMPANY 
ADDRESS 
city 
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AKRON, OHIO 

ATLANTA esoneia 
saavesens MARYLAND 
BOSTON macnacueaeTre 


CHICAGO, ILLINOIS 


CINCINNATI, OHIO 


CLEVELAND, OHIO 


COLUMBUS, OHIO 
DALLAS, TEXAS 
DAYTON, OHIO 


DENVER, COLORADO 


DETROIT, MICHIGAN 


INDIANAPOLIS, INDIANA 
KALAMAZOO, MICHIGAN 
LOS ANGELES, CALIFORNIA 
MILWAUKEE, WISCONSIN 


MINNEAPOLIS, MINNESOTA 


ADVERTISS 


TMERICN 


It pays to set type right 
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NEWARK, NEW JERSEY 


NEW YORK, NEW YORK 


PHILADELPHIA, PENNSYLVANIA 


PITTSBURGH PENNSYLVANIA 
eatin OREGON 
ROCHESTER NEW YORK 

ST LOUIS MISSOURI 
SEATTLE, WASHINGTON 


TORONTO, CANADA 


advertising 
or 


advertising TORT 


Once upon a time, two advertisements started out to run a race. The one 
(that was the hare) had a pretty good selling idea, and he rushed out 
copy and layout and slapped it into type, and sat down, figuring he had 
won the sales race. The other (that was the tortoise) had a good idea, 
too. He wrote it right. He layed it out right. But then he took a step the 
very objectionable bunny didn’t think was important. He remembered that 
type is the face you turn to the public. So he set it right. It really took no 
more time, and it actually cost less money. Question: Who won the Sales 


Race? Answer: Call your ATA member! 


Advertising Typogi 


EC 


‘aphers Association of America, Inc. 


FFICES: 461 EIGHTH AVENUE NEW YORK CITY 





U.S. Seizes 23 in Gary Dope Raids 


rr a 


CAD hes Pap Saget Arrives tor Toth 


Ott Ge Tim 


Early on a Sunday morning last 
July, the Chicago American me- 
chanical department employes 
locked up their shop and, figura- 
tively, threw away the keys. 

The same evening, the American 
was being printed in a new locale, 
the mammoth, modern facilities of 
the Chicago Tribune. The American 
was bought by the Tribune Co. in 
October, 1956. 

The move was not without its dif- 
ficulties, but it brought to the 
American a new look and produc- 
tion facilities as modern as any in 
the world. 


> The move also brought a new type 
dress for the paper, as well as vast- 
ly increased opportunities to utilize 
color. 

Since the type for the American 
is set in the Tribune’s composing 
room (expanded somewhat to take 
care of the added load), the latter’s 
body type is being utilized. And 
since the Tribune’s body type is 
larger and lighter, it necessitated a 
lightening of the American’s head 
types. Former faces were heavier 
and contrasted too sharply with the 
body type. 

The American had been using a 
9-point Regal on an 912-point slug. 
The Tribune uses a 9-point McCor- 
mick on a 10-point slug. The added 
space between lines makes the 
American’s news stories easier to 


A Newspaper 


Changes its Face 


There are many problems when 


two large metropolitan newspapers 


combine their production 


facilities. 


read, although not as many words 
can be contained in a column. In 
general, the shift has resulted in 
about ten percent reduction in 
words per column, despite the fact 
that the new columns are 21%” long- 
er. 


> Type-styling for the new Ameri- 
can was handled by Assistant Man- 
aging Editor Paul Evenstad, under 
the general supervision of Execu- 
tive Editor E. P. Doyle. It has re- 
sulted in the issuance of a new type 
book. 

On September 30, the newspaper’s 
name was changed to Chicago’s 
American in line with its policy of 
identifying itself more closely with 
the city and its local news. 


>» One of the principal problems that 
had to be overcome was the physi- 
cal separation of the advertising 
and editorial departments from the 
production facilities. 

The production departments are 
now a mile away from the editorial 
and advertising departments, where 
copy is prepared. Since speed in 
getting copy to the composing room 
is of great importance to a daily 
paper, the American has devised 
several means of rapid communica- 
tion. 

Messengers run the bulk of the 


copy to the Tribune composing 


room. Five full time employes, using 
both motorcycles and automobiles, 
are assigned to this operation. 

The paper also utilizes pneumatic 
tubes, which have been operated for 
many years by the City News Bu- 
reau, a newsgathering agency fi- 
nanced by the city’s newspapers. 

In addition, the American 
teletype machines and _ electronic 
messengers. The latter transmit a 
full 8%x11” page, in facsimile, in 
three minutes. 

Finally, a group of editors and 
advertising people are set up at 
desks close to the operation at the 
Tribune. These men are authorized 
to make last minute corrections, 
trims and other work as the ques- 
tions come up. 

Chicago’s American makeup edi- 
tors work in the composing room, 
supervising page forms. They have 
direct telephone service to their su- 
periors in the editorial department. 


uses 


> To keep Tribune copy from get- 
ting mixed up with American copy, 
a simple color scheme has been 
worked out. All American copy is 
on green paper, leaving white paper 
for the Tribune. In the stereotype 
department, the same color scheme 
has been adopted. 

The American’s editions roll off 
presses which were installed early in 
1959. Available to the American are 
four straight unit presses for is- 
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eA 


Each 24 hours, 100,000 perfect words can be set photo- 
graphically by Warwick. Why don’t you turn to this 


modern method and source, 


Fotosetter/Warwick, for 


your toughest and most demanding typographic needs! 


rec WARWICK TYPOGRAPHERS, INC. 


new 
Fotosetter 
book 


SERVING 43 OF THE 50 STATES 


Promotion Men ! 


it type 


Tens of thousands of artists, 
admen, printers, editors, stu- 
dents swear by the Haberule 
Visual Copy-Caster . .. world’s 
fastest, simplest, most accurate 
copy-fitting tool. Only $10 at 
art supply stores or direct 
Money-back guarantee! 


HABERULE 


Box AR 245, Wilton, Conn 
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920 Washington Avenue « St. Louis 1, Missouri 


OVERNIGHT BY AIR SERVICE 


TABLOIDS 


Dealer Imprinting 
Our Specialty 
Any Amount — As Required 
ALSO— MAGAZINES, CATALOGS, 
FOLDERS 


SERSEN’S IMPRINTING 


120 Soe. Sangamon Street 
Phone: CH 3-2050 Chicago 7, Ill. 


cuffed and hauled away to| 
other prison camps. and| 
placed in 30 days isolation on| 
bread and water. 

The prisoners were striking | 
because they wanted fried in-| 
stead of boiled or scrambled 
egys 

Guards kept riot guns 
ready as cooks prepared food 
for the 2,696 prisoners. | 

A state official said the| 
convicts also want reduction | 
by 10 days of isolation time | 


If the series goes to the 
sixth and seventh games, 
they will be played at Comis- 
key park. The winner of 
four games will become 
world champion. 

As the indefatigable Bill! 
Veeck, White Sox president, 
looked on, hundreds of 
thousands of hot dogs, 
hundreds of cases of beer, 
and huge supplies of pop- 
corn and peanuts were 


Old and New . The former face 
(above) was a little smaller and used 
with a little less ledding 


sues containing 56 pages or less, 
and 7 collect presses which can 
handle up to 80 pages. 

One of the remarkable feats of 
two papers using the same mechan- 
ical facilities occurs every Saturday 
afternoon and evening, when Sun- 
day editions of both roll from the 
presses, together with late editions 
of the American for Saturday. 


> This will give some idea of the size 
of the facilities. Chesser M. Camp- 
bell, president of the Tribune Co., 
has said: “Fortunately the Tribune 
embarked on a press expansion pro- 
gram before the purchase of the 
American. The installation of these 
presses now makes it possible to 
print the American in the Tribune 
plant. 

“The Tribune mechanical facili- 
ties will give the American oppor- 
tunity for additional growth in cir- 
culation and increased advertising.” 

Stuart List, publisher of the 
American, hailed the move into the 
Tribune’s mechanical department as 
an opportunity to expand and speed 
up production facilities, bringing 
particular benefits to the Ameri- 
can’s home delivery circulation di- 
vision. 


> But those editors who had to live 
through the process of shifting style 
and typeface, as well as physical 
plant, will not forget the problems 
of making such a change without 
losing an edition. 44 





One of the most delightful pieces ever 


to come across an editor’s desk was a 
booklet with a typographic chuckle on 
every page. Unless you happen to be a 


prospect for buying advertising space 


in Fortune, you probably have not seen 


the booklet, but if you enjoy typog- 


raphy, you, too, will enjoy this typo- 
graphical tour de force. 


Sew fo roumul FOR LUNE in hud 


People san 


a lot of wrice chivas 
- 


about 


FC IRTAL Ic VS. = 


AND A WHILE BACK 
THERE WAS VEN 
A PLAY 
IN WHICH THE MADAM 
OF A YOU-KNOW-WHAT 
KEPT A COPY OF FORTUNE 
ON THE TABLE DOWNSTAIRS 
1O PROVE THAT HER 


DUMP HAD CLASS 


Like 
calling it 


the “rich man’s 


BUT IT’S A FUNNY 
THING ABOUT 
FORTUNE. 


YOU'D THINK THAT, 


BEING SO PLUSH 
AND ALL, IT 
WOULD ATTRACT 
ALOT OF 
FANCY-PANTS 
READERS. 


ve ouylay 
lua you ei"! 


cou di 1 AAT r 
LOOKS GOOD 


a4 wor ov Teprt 
ON LIBRARY TABLES 


Deu, 


But HENRY FoRD Ii 
AND PRODUCTION SUPERVISOR 
RosBERT COUGHLIN OF 
UNION CARBIDE CHEMICALS 0D, 
AND 80 00 


315,000 OTHERS 
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HE NO LONGER 
FITTED INTO 


THE TIMES 


But there are only 
720 


hours a month 


WH) WHAT WHY and HOM ine 
he re ade 


RN 


4 pt Stampede Medium 


HIS STORY 
WAS A LONG 
AND INTERESTING 


ONE... 


He's had 


to go to school 


in Labor 


So 
315,000 
of these men 


turn to 


FORTUNE 


You won't find 
them 


everywhere... 


Whe killed him? 


In recent yeors 
eo new kind 
of businessman 


hos taken his ploce 


IN POLITICS... 


three or four 
times a month 
for 3 or 4 hours 


of concentrated 


reading. 


BLT WHEREVER These men 


BL SINESS represent the eountny’s 


CONCENTRATES. 


Quite a lot 
different 
from 
the tycoon. 


AND, 
OF COURSE, 
IN 
BUSINESS 


MANAGEMENT 





to corner offices 
in 


factories and plants. 


DOWN 
THROUGH 
THE 
LINE MANAGEMENT, 


These 


are the men, 


315,000 strong, 


who read 
FORTUNE... 


that they 


acquire 


ave the big shots 


—Amo ng them, 


ett Oftow them 


1S BUSINESS 
Of COUTSE, 
MANACEMENTON-DEDTE 


tom 


TOE MANAGEMENT... 


of business. 


IN BIG COMPANIES 
THERE ARE 
SCORES 
AND SCORES 


OF FORTUNE MEN, 


has teiiiaiee are armored 
or altered by their 


policies, processes, personnel, knowledge of 


WHOLWHATW 
and products... i HAT. WHY 


and HOW... 


Ther dont 


Ther read it 
while 


ther re wide anahe 


and 450 advectisers 
also sleep soundly, 
secure in the feeling 
that theic best customers 
and prospects 
have heen concentrating on 
theic advectising 


om Fortune 


ERRATUM: The left-hand typeface on the bottom 
row of this page should read ‘‘Double Scored,’’ 
Not ‘Double Snored.’’ 


PROGRESS 
ROP 


COLOR 
MATS 


Hit Your Register Marks 
Right on the Nose! 


Superior shrinkage-resistance and 
superior register-preservation—te- 
sulting from our materials and 
meticulous workmanship—are the 
reasons for more and more leading 
R.0.P. Color advertisers sending 
their plates to Progress. Want more 


information? Phone or write now 


PROGRESS Plate Making Company 
913 Filbert Street, Phila. 7 WA 2-0447 
ts, 
af 
a . 


The PROGRESS @ HANSON e PROGRESSIVE Group 


One of America's Most Complete 


} A 
c Art 


Philadelphia - New York - Newark + Lancaster 
Wilmington - Baltimore - Washington - Richmond 


the 


Actual 


ADVERTISING 
MATERIALS and 
SERVICES 


put your 
selling message 
before them 


Advertising 
Requirements 
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Trademark, Symbol 
Study is Planned 


A major study of corporate trade- 
marks and symbols is planned by 
the Opinion Research Corp., 
ton, N. J. 

Thomas W. Benham, ORC vice 
president, said the effectiveness of 
some 200 symbols in 
communicating ideas and impres- 
sions will be studied. 

He said preliminary work has 
disclosed vast differences in trade- 
mark effectiveness 

In one 


Prince- 


corporate 


instance, the trademark 
of an oil company was shown to 
suggest athletic equipment, 
messenger service and men’s un- 
In another case, the mark 
of a large steel company suggested 
trucking rather than steel produc- 
tion 


shoes, 


derwear 


A nationwide probability sample 
of more than 3,000 households will 
be used in the study, Mr. Benham 
said 44 


Ludlow Introduces 
Condensed Typeface 


A new Record Gothic 


has been intro- 
Ludlow Typograph Co., 


typeface, 
Extra Condensed, 
duced by 
Chicago 

According to the company, the 
new faces provides an 
slim and stately letter 


unusually 
Character- 


Record Gothic Extra Condensed 


istics include clean-cut, open face 
design, high readability quality, and 
the character of the Record Gothic 
family is continued. Ludlow feels 
that the new face is appropriate for 
one column publication heads, gen- 
eral commercial printing, and rub- 

ber stamps. 
It is available in 12, 14, 
30, 36 and 48 point sizes. 
A brochure describing the type- 
face is available from the company. 
. for more details circle 427, page 143 


18, 24, 


ATF Offers Folder 
On Craw Modern Bold 


A four-page specimen folder on 
American Type Founders’ Craw 
Modern Bold is being offered by 
the Elizabeth, N. J. firm. 

In addition to showing illustrated 
specimens of Craw Modern Bold 
in advertising layouts, the folder 


Delicious 
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contains a page of pointers on the 
various uses of the typeface. These 
include suggestions regarding word 
and letter spacing, and the faces 
with which Craw Modern Bold 
combines harmoniously. 

. for more details circle 428, page 143 


Typefaces of Societa 
Nebiolo Torino Described 


A folder describing typefaces of 
the Societa Nebiolo Torino of Italy 


FON TANKS: 


AUGUSTEA 
Kgizio Medium Condensed 


is available from Amsterdam Con- 
tinental Types and Graphic Equip- 
ment Inc., New York, distributors 
in this country for the Torino con- 
cern. 

Typefaces described include Au- 
gustea, Torino, Juliet, Egizio, Mi- 
crogramma, Fontanesi, and Slogan. 

Copies of the folder are avail- 
able. 


- for more details circle 429, page 143 


Typefoundry Amsterdam 
Folder Shows Typefaces 


Typefaces of Typefoundry Am- 
sterdam, imported in this country 
and Canada by Amsterdam Con- 
tinental Types and Graphic Equip- 


amet 
pe ts oe, ie ey 


bavkbers 

AMERICAN “WaMaeneo — 

RINGS a« stands! rd equipuaen! 
comet! 

> the coctusive AMERICAN | oem 4 

renin 

cemehy - + eae. ae 

- ine oe which heat canmt “Sect ‘ 

we guarentee for AMERICA! 
TauMERED > PISTON RINGS: 


Se Sa 
The Hammered Piston Ring Co: of America 
Hemarte, Hew fornen, UH M 


ras 


ment Inc. are shown in a folder 
prepared by the importing compa- 
ny. 


omont 


De Roos 
Columbia 


Copies of the folder, including 
examples of the Egmont, De Roos 
and Columbia series, are available. 

. for more details circle 430, page 143 


Antique Typefaces 
Newly Cast 


Fanciers of antique type have a 
new source. Typefounders _Inc., 
Phoenix, Ariz., has made available 


Grayonette 


J SAW 


RUSTIC 


to printers new castings of selected 
antique types and ornates. 
A folder showing the faces avail- 
able has been prepared. 
. for more details circle 431, page 143 
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43 yoars of “firsts” put > 
easier profits in the American 
Hammered franchise! 


~~ 
~~ 1 Gen een enw eee expense 


a“ 


HE American Hammered advertisement on the 

facing page appeared forty-three years ago. Forty- 
three years of continuous advertising since that date— 
and forty-three years of piston ring pioneering — have 
made mechanics associate precision products with the 
same American Hammered. 

American Hammered was 4 pioneer in the days when 
hammered rings were the industry's finest; was first 
with chrome rings; and now, firat with Krome-Oil ring 
sets featuring stainless steel oi) rings, the most prac 
tical metal ever used as oil ring materia!. And American 
Hammered has always been first in its efforts to help 
jobbers sell its products at a profit 

Your sslesmen and countermen will find superior 
selling features in American Hammered's stainless steel 
oil ring. The stainless steel oil ring has acceptance with 
mechanics everywhere and is used as original equip- 
ment by America’s largest engine builders, 

The American Hammered franchise is modern, easy 
to work within, very equitable. An inquiry could lead 
to « profitable arrangement for you, [t will be treated 
contidentially. Our reply will be detailed. 


AMERICAN HAMMERED 


Old Ads Revised . . . To demonstrate continuing leadership, American Hammered is 
reprinting ads from the early days of automobiling in its current campaign. 
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Convince the customer with color 


Brilliant color Says it’s Ph — oo fovciiily you’re 


tempted to touch. . . For this insert, brilliance begins with the paper 


itself—new, high-gloss MAINEFLEX OFFSET ENAMEL. Notice the 


impelling “‘bounce”’ it gives to gloss process inks. 


MAINEFLEX OFFSET ENAMEL is a member of the dis- 
tinguished 1960 family of Oxford North Star Coated Papers, 
each of them coated by Oxford’s new, uniquely-superior 
“trailing blade”’ process. The trailing blade coats with remark- 
able levelness and allows excellent polish without excessive 
super-calendering. Superior printing results. You will find that 
Maineflex Offset Enamel enhances the product image. You'll 
get outstanding results with gloss, metallic and regular inks. 
Cost? Maineflex Offset Enamel costs no more than other leading 
grades of coated paper. 


Paper for this insert is Maineflex Offset Enamel basis 25 x 38 —100 lbs., 
printed on a 77" Harris 4-color Offset Press. 


OXFORD PAPERS FOR EVERY PRINTING NEED 
Oxford Papers are used by the best printers and lithographers. ‘There 
is a standard grade designed to fit almost every printing and budget 


requirement. Many of the grades listed below are stocked by Oxford 


merchants. In addition, a large variety of papers to meet special 


needs is available on making order. 


COATED LETTERPRESS PAPERS OFFSET AND LITHOGRAPHIC PAPERS 


Polar Superfine Enamel 
Mainefold Enamel 
Oxford Print Enamel 
Pubtext Coated 


COATED OFFSET PAPERS 


Polar Offset Enamel 
Polar Offset Enamel Dull 
Maineflex Offset Enamel 

Maineflex Offset Enamel Dull 
Duoset Offset Enamel 


FILM-COATED (PIGMENTED) PAPERS 


Fenwick Superfine Offset 
Wescar Satin Plate Offset 
Wescar Gloss Plate Offset 


Ox 1 @) RD Carrollton Satin Plate Offset 


Pry Softone Plate (for letterpress) 
ee Rae BS 
HELP BUILD 
SALES 


PRINTING PAPERS FOR BOOKS, MAGAZINES, COMMERCIAL 


OxFrorbD PAPER 
230 Park Avenue, New York 17,N.Y. Sales Offices: NEW YORK ¢ 


Oxford White Velvet 
Fenwick Opaque Offset 
Wescar Offset 
Rangeley Offset 
Wescar Offset, Pastels 
Carrollton Offset 
Rumford Offset 
Carfax English Finish Litho 
Dixfield Bulking Offset 


LETTERPRESS PAPERS—UNCOATED 


Carfax English Finish 
Carfax Super 
Carfax Eggshell 
Hi-Bulk Eggshell 


Drop us a line for the name of your nearby 
Oxford Merchant, who you'll find is an ex- 
pert consultant on printing papers. 


P 
COMPANY 


« CHICAGO * BOSTON 


PRINTING, BUSINESS FORMS AND PACKAGING 





All in the Family . . 


- A group of products, all for the man who worked with wood, 


was given unity by a trademark that incorporated a familiar name into a symbolized 
brushstroke. Different color combinations were used for different product groups. 


To take full advantage 
of a familiar and 
respected line to help 
add stature to new 
products, a family of 
designs was adopted. 


How Design Unified a Product Line 


About a year ago, United States 
Plywood Corp. launched a_ broad 
expansion of its line of packaged 
products. Stains, finishes and ad- 
hesives had long been a strong ad- 
junct to its Weldwood wood prod- 
ucts such as plywood wall paneling, 
doors, sidings and marine plywoods. 
The object was to expand the line, 
add more wood finishing products in 
both professional and do-it-yourself 
sizes and launch them in hardware, 
supermarkets and variety stores. 

It was more than simple expan- 
sion. It involved not only new prod- 
ucts, but vigorous backing by a 
complete merchandising program of 
advertising, packaging, promotion 
and publicity. The company figured 
that it had a “plus” to begin with. 
On a world-wide basis, U.S. Ply- 
wood (which bills itself as the 
“world’s largest plywood organiza- 
tion”) had established a_ strong 
trade name, “Weldwood,” for its 
wood _ products. Advertisements 
have been saying for years, “No one 
has a way with wood like Weld- 
wood.” 

Only a small amount of research- 
checking was needed to confirm that 
“Weldwood” would be the natural 
brand name on which to peg the 
new wood finishing product line. 


(Research showed, in fact, that pro- 
fessionals dealing with wood not 
only know the “Weldwood” name, 
but associate it strongly with qual- 
ity, reliability and authority in the 


field). 


> With a reasonably-well defined 
direction the company retained an 
industrial design consultant, Gerald 
Stahl Associates, New York, to de- 
velop a coordinated packaging pro- 
gram as well as a new product line 
symbol to exemplify the “Weld- 
wood” name. For while the name 
was known and respected, no visual 
association or design or mark ex- 
isted which “stood for” Weldwood 

The product line symbol was, ac- 
cording to Advertising and Sales 
Promotion Director Richard S. Low- 
ell, an important move, since it 
could help gain instant impact-rec- 
ognition in new markets for the 
expanded “Weldwood”’ line. 

Also, United States Plywood 
wanted as much of a sales rub-off 
effect as possible of one “Weld- 
wood” product on another an 
area, says Mr. Lowell, where strong 
and effective package imagery can 
contribute a great deal. 


> At the program’s outset, sales and 


advertising staff, plus promotion 
people, the company’s ad agency, 
Kenyon & Eckhardt, and the de- 
signers’ activities pooled. 
Working with them was United 
States Plywood’s Phil Mixsell, man- 
ager of the Adhesives and Finishes 
Division. In addition, the Stahl or- 
ganization carried on continual liai- 
son with a myriad of packaging and 
point-of-sale material suppliers for 
the host of upcoming products. 
This liaison paid off, for the result 
is not only an effective plan of 
package design, but a visual mark- 
eting program spanking with con- 
tinuity, where promotion booklets, 
trade and national advertisements, 
point-of-purchase displays and 
every other marketing tool carries 
through faithfully the strong, new 


were 


Unrelated Design . . . The old products, 
while some carried the name ‘Weld 
wood,’’ showed no relationship 
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Jackmeyer 


Vk 


IKON 


Ut 


Pressure Sensitive 
Stik-On Blister 
Seals Tight 
Instantly... 


NO HEAT 
NO EQUIPMENT 
NO SKILL NEEDED 


Now put more ‘See and Sell’ in your Pack- 
age this fast, low cost way. This newly de- 
veloped Stik-On Blister Pac is economical, 
so simple and adaptable that its advantages 
are available to a wide new range of prod- 
ucts and production situations. Fast and 
easy to assemble in your own plant, the 
pressure-sensitive Stik-On Blister bonds 
card and blister instantly. . . . Protects and 
fully displays your product for stand-out 
sales action. 


ONE COMPLETE SOURCE 

The new Stik-On Blister Pac is the result of 
Jackmeyer’s many years of continuous re- 
search and experience in every type of 
blister design and production: Heat-Seal, 
Foldover, Skin and now the Pressure- 
Sensitive STIK-ON. Every step is quality 
controlled from creative design to blister 
forming, printing and coating . . . all from 
one dependable source. 


Write for full details. Dept. AR-4. 


Phir: 


7 


253 West 26th St., New York 1,N.Y. 
WAtkins 4-0265 
Saha 


PE er Le aU mee red 
Vacuum Forming « Printing on Mylar « Vinyl « Styrene 
Pe ee ee a 


A Complete Source from Design to Delivery since 1918 
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Double Packaging 
The interesting 
bellows dispenser 

was shipped two ways 
to meet the different 
needs of supermarkets 


and hardware stores 


professional look that “from 
the people who know what’s good 


for wood.” 


says 


>» First design task was to develop a 
new “Weldwood” package-line 
symbol—a simple but unique device 
which would be applicable to any 
size and shape of a host of different 
packages for the contemplated line 

everything from a tiny tube dis- 
penser to huge round cans and mas- 
sive corrugated shippers. 

Says Gerald Stahl, “We knew that 
any identity established at this time 
to signify ‘Weldwood’ would have to 
work for products which might be 
added to the line in the future. So 
our objective was to build an easily- 
recognizable symbol which 
capture the authority and 
sional know-how with 
the Weldwood name, a_ symbol 
which would sink in immediately in 
new consume! 


would 
profes- 
associated 


outlets, and also be 
usable in 
promotion and 


completely advertising, 
display materials.” 

The designers explored dozens of 
graphic interpretations. Of all, one 
scored highest in tests for visibility 
and product association. It is a 
brushstroke motif, suggested by the 
nature of many Weldwood products 
which are applied by a brush. Dis- 
tinctive lettering of the “Weldwood” 
name is set into the upper stroke. 

The design was created to be sim- 
ple, basic and appropriate, but also 
intense enough in visual impact to 
meet competitive supermarket sales 
techniques. This is important, for 
while each product must be unmis- 
takably part of the Weldwood fam- 
ily, each must also sell—on its own 

against well-entrenched consum- 
er brands of waxes and glues, for 
example 


> The first group to be newly pack- 
aged was the wood finishing line 
Satinlac, Satinlac Lightener, 


clear 


and white Firzite, stains, trims, lac- 
quers and preservatives. 

In varied sizes, these containers 
now carry the brushstroke 
identity in a deep wood-brown tone. 
Individual product names are let- 
tered in different colors to provide 
rapid distinction. Satinlac, for ex- 
ample, is lettered in black, Firzite 
in green. 


new 


This group was launched first, and 
given sufficient time on the market 
to show that favorable identity was 
established via the brushstroke and 
over-all packaging pattern. 

From here, the rest of the Weld- 
wood products were designed, pack- 
aged, put on the market. 

Liquid and paste waxes bear the 
brushstroke prominently in _ bright 
orange against black—a competitive 
approach for the supermarket with 
calculated visual appeal for the 
woman buyer. While the wax design 
is striking, it does not try to “out- 
impact” its competition, for the de- 
signers’ marketing strategy was to 


carry out the professional Weld- 


ARUIY 


As you know, we advertised Giant 

Family Size, then our competitor came 

ovt with Giant Neighborhood Size. 
Now... 





wood look of trade products into the 
consumer line. 

Putty Stiks (to cover rough wood 
edges and finish them off) and 
Super Contact Cement (new, im- 
proved over old Contact Cement) 
also use the Weldwood stroke de- 
sign—the latter in a striking color 
scheme of yellow, black and red. 


> Of special interest is Presto-Set 
glue package-marketing. One type of 
construction and display was made 
for hardware outlets, another for 
supermarket and variety store dis- 
play. 

Presto-Set glues had been sold 
previously in flat plastic tubes in 
hardware stores. New markets 
called for new packaging. Accord- 
ingly, a bellows dispenser was de- 
veloped with a glue spreader at- 
tached to the cap. Two-ounce and 
four-ounce sizes are available. For 
supermarkets, the vivid orange-and- 
blue dispenser, with the brushstroke 
design in corresponding colors, is 
attached to a standup display card. 
The cards are then packed six deep, 
two abreast in a flat tray which 
opens quickly for shelf or counter 
display. The cards can also be hung 
on a pegboard or rack display via a 
punched-out hole at the top. To in- 
sure safe handling, the display car- 
ton is covered with a_ protective 
sleeve which slides off easily at the 
point-of-sale. 

Display cartons for the hardware 
dealer hold the tubes in a different 
position (see photos)—four abreast, 
three deep, with a large backdrop 
display card showing the new stroke 
design as well as illustrated uses for 
the product. 


> Any new products added to the 
Weldwood line will carry out the 
now-established basic design for- 
mat. A rigid control system of de- 
sign-marketing specifications has 
been set so that the format—which 
represents the important Weldwood 
name and identity 
riorate 


does not dete- 
through lack of control; 
otherwise, whatever continuity and 
recognition have been established 
would be worn down. 

In addition, carefully planned 
promotion constitutes a major area 
of design-marketing control. Sales 
booklets promote the stroke-design 
identity, stress “new package de- 
sign,’ “new profits.” National and 
trade advertising do the same. 

In all, U.S. Plywood’s marketing 
strategy to launch its new Weld- 
wood line has been eminently suc- 
cessful. Management credits the 
success to combined efforts of com- 
pany support, professional design 
supervision, advertising follow- 
through. 44 
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appearance of magazines, catalogs, 
manuals with Thilco’s durable, new 


Non-staining THILCO-TUF 
(blond laminated duplex krafts 
— plain or creped) and tough, 
durable, Machine Creped Krafts 
produce economical, highly 
protective wrappers for magazines, 
catalogs and similar periodicals. 
They are available in several 
extra-strength paper grades 
“tailor-made” to fully protect 
the finished appearance of your 
publication from handling and 
weather... no matter how large 
or heavy the volume or whether 
of mass consumer or executive level 
quality! These amazing papers 
are available with or without 
fiber re-inforcing for greater tear 
strength, yet are much lighter in 
weight and save you a heap of 
money in reduced postage costs. 
You save considerably on material 
and labor costs, too, because 
these types of protective wrappers 
are far less costly than mailing 
envelopes or cartons and work 
beautifully on automatic banding 
machines. Write for samples 

and complete details. 


Economical, non-staining 
THILCO-TUF provides ‘‘Mail-Clad"’ 
weatherproof protection and 
these PLUS advantages over 
carton packaging: — 


DECREASED MAILING COSTS 
EFFECTIVE MATERIAL SAVINGS 
REDUCED STORAGE SPACE 


OPERATE ON AUTOMATIC 
BANDING MACHINES 


Several grades to choose from — 
Plain or Print Decorated 


Thileo PUBLICATION WRAPS are avail- 
able in numerous grades ranging from 
THILCO-TUF (Non-staining Laminated 
grades) in medium and heavy weights 
—plain or fiber re-inforced ...to single. 
ply Plain or Creped heavy-duty Krafts. 
All grades can be furnished Print-Deco- 
rated to meet your needs. 


oe FOR PROTECTION THAT COUNTS! 
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Coded Girls . . . While the patterns show a family resem in the packages help to divide the products into functional 


blance, both the letter n the sweaters and the colors used groups. This tends to prevent use of the wrong product 


W hy Bowes Uses Cheesecake 


Cheesecake on packages the for those of its 500 automotive ac- 
cessories that are packaged, Bowes 

consumer never sees may seem shows girls. Dealers and not motor- 

mysterious, but Bowes had its ists, after all, pick the product. Five 

reasons. models, each with a code letter on 
her sweater, appear on five product 
categories. This is the first time a 
marketer in the industry has coded 

Copy in the automotive business product classes, or capitalized on 

papers shows more cheesecake than dealers’ penchant for pulchritude. 

crankcase. Bowes “Seal Fast” Corp To help code, each class has a dif- 

offers dealers six calendars, only ferent label color. 

one with a full-blown femme, but 

six of the 10 orders say cheese > Young Robert M. Bowes II, execu- 

Asked if they wanted more, less o1 tive vice president and general 

the same girlie art in the Bowes manager, says the girls on the pack- 

house organ, 85° of readers rous- age are not cheesecake in the pre- Old and New . . . The new package 

ingly voted more cise definition of the term. The right) actually has a larger product 

Accordingly, on the new labels models were chosen to attract the name, in spite of the new female. 
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trade to the package yet be in good 
taste. 

The new labels are the first major 
change in packaging since the com- 
pany was founded as a tire tube re- 
pair maker 40 years ago. The 
change began on December 1 and 
was completed on April 1, 1959. 


> Coding was prompted when me- 
chanics would confuse radiator 
fluids with brake fluids, both look- 
alikes in cone-top cans. Cooling sys- 
tem products were packaged in blue, 
because the color has cool connota- 


Carton Sealing Process 
Eliminates Extra Wraps 


A new carton sealing process that 
eliminates the need for inner bags 
and overwraps with single-structure 
cartons has been developed by the 
Packaging Corp. of America. 

The new process, called “Calk- 
Seal,” involves the application of a 
specially-developed hot calking com- 
pound under the carton end flaps. 
This provides low cost, sift-proof 
packaging of such products as cer- 
eals, soap powders, spices, potato 
flakes, milk and dessert powders. 

Elimination of inner or outer 
wrappings permits greatly increased 


tions. With this as a start, other 
colors were chosen for contrast. The 
colors are pastels, also a novelty in 
service station packaging. 

Models also appear on point-of- 
purchase materials and on distribu- 
tors’ trucks. (Bowes sells only 
through independent franchised 
truck distributors.) Only few objec- 
tions to the new art have been 
voiced. 

Containers are by Johnston Con- 
tainer Corp., Indianapolis, cans by 
Continental Can Corp., caps and 
liners by Armstrong Cork Co. 44 


packaging lines speeds, up to 300 
cartons per minute on “Neverstop- 
Calk” machines manufactured by 
FMC Packaging Machinery Divi- 
sion-Stokes & Smith Plant, under 
license from Packaging Corp. of 
America. 

According to the company, exist- 
ing Van Buren ear carton machin- 
ery can be modified for Calk-Seal 
operation by means of special low 
cost equipment designed to fit into 
present packaging lines. 

Complete details of Calk-Seal and 
machines are available from Dept. 
MJ, Packaging Corp. of America, 
Ohio Boxboard Div., Rittman, Ohio. 

44 


Pizza, Anyone? . Taste tantalizing 
package by Milprint Inc. is winning new 
customers for Dallas City Packing Co 
New four-color lithographed carton has 
been adopted for company’s six-item line 
of heat-and-serve pizza pies 


Soft Drink Manual 
Revised for 1960 


The revised edition of the soft 
drink industry’s manual, “Technical 
Aspects of Cans and the Canning of 
Carbonated Beverages” is available 
from the American Can Co., New 
York. 


A technical appraisal of canned 


The prize recipes which were the winners in 
the nationally advertised contest, conducted by 


= because of the millions and millions of 


. +. Pillsbury, require the finest of reproduction 


recipients of the printed message. 


The process selected was Gravure, unequalled 
for its appeal and fine quality. The positives 
were by Acme. These, too, are known for their 
fine quality which will lead to the most 
perfect color reproduction possible. 


Our cylinders are ideal for packaging of all 
types, for foils, cellophane, plastics, and 
paper board products. Our preprints, too, 
are just what you will need to bring out 
the finest details of your products. 


if it's Quality ... 


Paha 


o AO BRR 
Loe Pd eee Bioray 


if it's Delivery ... it's acme 


acme 


gravure services, inc. 


4001 Industrial Avenue 


Rolling Meadows, lil. 


Phone: Clearbrook 5-0200 
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soft drinks, the manual was planned 
to help the canner better under- 
stand the problems that exist and 
how to cope with them 

Contents of the booklet include a 
flow sheet of a carbonated beverage 
canning line; canning procedures 
control and inspection procedures 


for more details circle 419, page 143 


Next Year’s Wraps... 


Packaging Field 
Continues Growth 
Through New Ideas 


Packaging’s increasing stature in 


the merchandising picture is_ the 
result of constant exploration in the 
field for new and better ways to 
contain, protect and sell the product 
Recent new ideas in packaging in- 


clude the following 


Lowcost, A six bottle carrie: 
Bottle Carrier which 
full-cell 
at low cost has been developed by 
Packaging Corp. of America 

Cell design of the 
incorporates a 


Keel” 


strength requirements of any use1 


prov id« = 
protection 


“Guardsman” 
“Cente! 
construction to meet high 


unitized 


It also eliminates board waste and 
facilitates fast gluing line speed. It 
comes completely assembled ready 
for immediate use on present carton 
opener equipment and is 
with standard 


available 
square-end or the 
new rounded-end design 

Complete details can be obtained 
from Packaging Corp., 
Ohio 


Rittman, 


New Guardsman Carrier Six-bottle 
carrier is reported to give more protec 
tion at less cost. Unit was developed by 


Packaging Corp. of America 


Fragrant 
Polyethylene 


Crystal-clear poly- 
ethylene film pack- 
ages in sales-stim- 


ulating scents are now 


possible 
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Flexographic Printing Awards These 


top prizes in its category, with the Altman 


ve) going on to take Best of Show’ 


the paper classification, Wolf Bro: 


pictorial excellence for Altman bag Pictorial « 


four won 


wrap 


plaque 


on for 


ex 


cellence in paper board went to Intl. Paper Co. for 


sealtest milk carton. Pictorial excellence 


was taken by Wrapture Inc 
bum. Pictorial excellence in flim went 


Cort for Bur-Mil Cameo wrag 


foil 


for Kapp record al- 


to Lassiter 


Awards were also given in each category for 


technical achievement 


Assn., and winners were announced at it 


through the joint efforts of U.S 
Industrial Chemicals Co., Fragrance 
Process Co., and Texas Plastics Inc 
Scented polyethylene, created by 
Alfred Neuwald, president of Fra- 
grance Process, is sold in the form of 
a resin concentrate which has differ- 
Called ‘“Poly-Scent,” 
the concentrate is dry blended in 
the hopper with U.S.I. Petrothene, a 
film grade resin for extrusion. 
The actual scented polyethylene 
film is being made by Texas Plastics 
Inc., Elsa, Tex. Among the scents 
already developed are such aromas 


ent aromas. 


as “clean linen” for fresh laundry 
perfume for 


women’s clothing; 


packages; packaging 
masculine pine 
cedar and tweed scents for men’s 
clothing packages. Other scents pos- 
sibly slated for the future include 
chocolate, spearmint, cookie, orange, 
potato, lemon, lime, strawberry, 
raspberry, and even onion. 

Additional details are available 
from U.S. Industrial Chemicals Co., 
Div. National Distillers and Chem- 
ical Corp., 99 Park Av., New York 
16 


Variety of Caution Labels 
Shown in KCS Catalog 


A complete line of stock caution 


Competition was 


ponsored by the Flexographic Technical 
; Second Annual meeting, in Chicago 


labels for protecting or hurrying 
shipments is illustrated in a catalog 
from Kirby Cogeshall Steinau Co., 
Milwaukee 

Almost every type of product re- 
quirement is taken care of in the 
labels shown and illustrations are 
reproduced in actual size. 

A wholesale price list is included 
with the catalog plus information on 
KCS convention badges and em- 
bossed foil items. 


. for more details circle 420, page 143 
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Family Line Redesign . . . Morton Gold- 
sholl Design Associates created uniform 
brand identity with sales appeal with 
this complete label redesign program for 


Butler Bros.’ Onward line of stationery. 





When Independent television first 
hit Great Britain, the greatest prob- 
lem it brought with it was not how 
to devise good commercials, nor yet 
how to turn them into good films. 
Far more difficult was the devising 
of some convenient and meaningful 
way of showing the client just what 
a proposed commercial would look 
like and sound like on the tv screen. 

With static advertising media such 
as the newspaper advertisement, the 
poster or the showcard, there had 
been no difficulty. A reasonably ac- 
curate layout would enable the cli- 
ent to give his approval to a satis- 
factory suggestion and would also 
ensure that he would be neither sur- 
prised nor disappointed at the fin- 
ished result. 

Radio commercials, too, were 
plain sailing, demanding in the first 
instance, no more than a script to 
convey what words would be spoken 
or sung. But television was differ- 
ent! 


> Despite the difference, however, 
the method of initial presentation 
universally employed three years 
ago was the static storyboard. It was 
borrowed from the motion picture 
where it successfully indicated the 
content of silent filmlets, and adapted 
for tv by typing words approximate- 


This material, prepared by the staff of the 
London advertising agency, Alfred Pem- 
berton Ltd., is adapted from the British 
quarterly magazine of commercial televi- 
sion, “Impact.” 
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From England comes word of a new tech- 
nique to bridge the gap between the 
script and the client’s concept of it. 


ly under the key situation drawings. 

It was on the strength, or weak- 
ness, of such storyboards that all tv 
clients gave approval for the ex- 
penditure of large sums of money to 
go ahead and make films. 

But a good tv commercial is not 
just a moving picture plus voice, 
plus music, and perhaps, plus sound 
effects. The sound is not an inci- 
dental obligato—it is very much an 
integral part of the performance. To 
represent a tv commercial without 
voice, music or sound effects is just 
about as meaningless as putting on 
an opera without music. 

In many commercials, too, the 
movement is equally part of the 
message. The spot is not merely a 
succession of visual situations which 
change from one to another. The 
meaning can lie in the manner in 
which the movement develops. To 
indicate such a treatment by a series 
of key frames is no better than put- 
ting on a ballet without the dancing. 

Yet this was precisely how tv spot 
treatments were shown—and often 
still are! 


> It was the early realization of the 
appalling limitations of this method 
which prompted some to look for 
better ways. As long ago as 1955 was 
developed the use of sound-striped 
storyboards on celluloid. 

These early attempts still con- 
sisted of little more than a series of 
key pictures, either of live action 
stills or drawings, strung together 
with the minimum of animation on 


the animating table. But they did 
have the advantage of holding each 
basic situation for approximately its 
intended length of time on _ the 
screen, and they did contain a sound 
track which roughly coincided “on 
the beat” with visual changes. 

Today we would regard this meth- 
od as laughably crude, but, at the 
time, it was a step forward. Not the 
least of its advantages over the pa- 
per storyboard was its ability to be 
seen on a screen simultaneously by 
a number of people. Anyone who 
has attempted, as part of a campaign 
presentation, to pass a number of 
single paper storyboards round a 
table of perhaps a dozen client di- 
rectors will realize the value of this. 

Today, we have a better answer 
16mm or 35mm mock-up films com- 
plete with sound track. 


> Thinking on celluloid is very dif- 
ferent from thinking on paper, and 
the transition from the paper story- 
board to the complete film mock-up 
soon brings out the need for a new 
kind of creative advertising man. 

I say “advertising man”, because 
that is what he must primarily be— 
not a film man. It is easier for the 
right kind of advertising creative 
brain to gain enough film “know- 
how” to express an advertising idea 
in this medium than it is for a pro- 
fessional film maker to learn about 
advertising. 


> In three years, many creative men 
in advertising have acquired and de- 
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Selling 
Sales Training 
Recruiting 
Service 
Public Relations 


>< 


We provide creative script develop 
ment and writing; production of 
both picture and sound under imag 
inative directors, on location and in 
our studios. To learn how we may 
serve you WRITE OR TELEPHONE 


JOHN COLBURN 
ASSOCIATES, INC. 


1122 CENTRAL AVE., WILMETTE, ILL 


Tel. Alpine 1 -8520* Chicago. BRoadway 3.2310 


Multiplex 
Presentation Panels 


for ® Sales meetings 
® Advertising presentations 
® Classrooms and libraries 
® Retail display of flat goods 


Multiplex steel-framed panels have thumbtack- 
board fillers; sizes from 18x21" to 48"x96"; 
floor, wall, and table models; office furniture 
colors. Send for complete information. 


MULTIPLEX DISPLAY FIXTURE CO. 


925-935 N. 10th St., St. Louvis 1, Missouri 
Please send literature on Presentation Panels 


veloped the necessary technique 
Three years ago, few had it. Copy- 
writers had to be trained into the 
idiom of getting a message over with 
unaccustomed brevity to fit short 
time spots. They had to learn the 
difference between the written and 
the spoken word, and they had to 
acquire the skill, familiar to lyric 
writers, of choosing words for a 
jingle that are easy to sing and 
sound distinct when sung. 

On the art side, too, creative vis- 
ualisers, once they had overcome 
their early fears of such unfamiliai 
terms as ripple mixes, wipes, red 
masters, lavenders and so on, had 
to be trained in a new dimension 
the dimension of time 

For no longer were they able to 
think in terms of one, or even a 
sequence of pictures; they had to 
visualise a moving sequence with its 
inherent problems of getting from 
one key situation to the next nat- 
urally and in the shortest time pos- 


sible 


> So far, we have considered the 
copywriter and the visualiser as two 
separate and distinct functions. Dur- 
ing the days of static paper story- 
boards, they were. The partially 
celluloid 
brought about a much closer merg- 
ing of their contributions. The com- 
plete film mock-up makes nonsense 
of any distinction. 

The new kind of tv advertising 
creative man does _ not 


animated storyboard on 


think in 
words, or in pictures, or in music. 
He thinks filmically in situations 
and sequences embodying words 
and sound, designed to bring out 
particular advertising points. Three 
years ago, he did not exist. Today, 
there are many. Tomorrow, we hope 
there will be many more. 

But the creative man (or woman) 
alone does not make the film. His 
primary forte lies in the ability to 
think three-dimensionally in sound, 
vision and advertising content. Fo: 
all his film experience, he is not a 
film technician. Having produced 
his proposed treatment as a “video 
audio” script, he then consults with 
the television creative studio who 
will take over from there 

The job of this section is to iron 
out the best way to turn the pro- 
posed treatment into film, and, in 
fact, to make a film mock-up from 
it. The chief talent required here is 
a refusal to regard that which has 
never been done before as impos- 
sible and a pride in devising tech- 
niques which will turn the difficult 
into the easy and, therefore, the less 
costly 

It is at this stage that decisions are 
taken whether the film will take the 
form of live action, animation or 


cartoon, and whether any special 
effects will be used. 


> Often, mock-ups are shot on 16mm 
with plenty of lead in and run on of 
all sequences. Rough cuts are then 
strung together and viewed. 

The next step, because of the need 
for precise timing, is a sound re- 
cording session. This may involve 
spoken dialog, sung jingles, or- 
chestra and “voice over.” Although, 
at this stage, the actual full or- 
chestra or ensemble that will finally 
be employed may not be used, no 
effort is spared to produce as nearly 
as possible a finished sound track. 
This is important, because usually 
track determines the 
split-second timing, and the mock- 
up will be cut to fit the track. Like- 
wise, when it comes to making the 


the sound 


film in its finished version for trans- 
mission, it will be shot and edited to 
conform to this timing. 


>» For this reason, whenever possible, 
it is best to use the same actors’ 
voices, the same singers and the 
same musical director for mock-ups 
as will be employed finally. Artists 
and musical directors are invariably 
pleased to co-operate at a fee based 
on the understanding that what is 
involved is a pilot film. Many have, 
in fact, welcomed the opportunity of 
such a pilot for their own rehearsal. 

Often, too, artists and musicians 
feel freer in this “musical work- 
shop” session than they would at a 
single, final recording. In this less 
inhibited atmosphere, new vocal and 
musical ideas are often born. In- 
deed, there are occasions when, as 
the result of a sound recording ses- 
sion, the entire approach to a pro- 
posed film can be revised much to 
its advantage. 

Visually, too, the experimental 
freedom permissible in a pilot film 
often results in a degree of spon- 
taneous freshness that sets a high 
target, sometimes quite difficult to 
achieve in final production. 


> Though we have talked chiefly 
about 16mm which offers the ad- 
vantage not only of cheaper cost, 
but also of greater mobility, the 
work is by no means confined to 
this. The various trick and optical 
effects increasingly called for in ty 
commercials often rule out the pos- 
sibility of the use of 16mm; so, also, 
do the very limited laboratory serv- 
ices available for 16mm in this coun- 
try. Much of the work today is, 
therefore, done with 35mm cameras. 

Once the pilot film is made, it is 
shown to the client and discussed 
with him in detail. Sometimes al- 
ternative sound tracks and visual 
sequences are also provided, vary- 
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Designer: Ladislav Sutnar has won acclaim both in Europe and 
the United States. Chief designer for Czechoslovakia at the 1939 
World’s Fair, he currently heads up his own New York 


design firm. Winner of innumerable design awards during the past 


35 years, he is also a successful author on the graphic arts 
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ing either in the type of action, kind 
of voice, musical arrangement or 
sound effects. Whatever may be the 


cant u = woonns el 
client’s comments, or our own, we Ghee ee 
both know precisely what we are PROTYPE 

talking about. 

> Once both parties are satisfied the our 123 345067 XY 

mockup goes for audience reaction OUP D231 5678 


pre-testing. Here again, the ad- 


vantages are obvious in enabling a our 123456 
factual evaluation, perhaps leading iourl23456 
to modifications, to take place before 


the cost of final production has been 1234567890 


incurred. . 1234567890 
One cannot stress too highly the ir 1234567890 


247% 200 
importance of critical assessment at ¢ 1234907 9% 


this stage, for any costs involved in 

a : oe ) 7890 
getting a film right are negligible = 13456 
in comparison with the large sums 234567890 


of money which will probably be 


’ 2 34567890 
spent in transmission time and art- 123 34560789 . 89 
lots pagent | fees. A | mediocre film THOUSAN A u 1234934 


costs just as much as a good one to if lous 67890 
90 


r 
46 
put on the air and can waste per- u 'asaee sas 
haps half the money. 


> Final versions of films for trans- 
mission are made in co-operation says Victor Dell Aquilla, 

with a production company which oe 

has larger studio facilities. Advertising Manager, 

In terms of finished production, ; 4 
the pilot film plays an invaluable Railway Express 
part. It enables all concerned to see 
just what is wanted and what, per- 
haps, can be improved upon. All the “We bought our Prolype to prepare a rush promotion for simultaneous pre- 
thinking will already have been ; se ae ; ie : 
dena. st ten slats td een sentation in 10 different cities. This one job alone paid for our ProlType ... 
timing will have been worked out and we've used it on $100,000 worth of work since!” 
already. sei . : : 

There is no vague hoping, no With Prolype, we have constant control over a job. Type changes can 
groping, no time wasting. Everybody be incorporated immediately. With our 52 ProFonts, we can do almost any 
has a complete brief and grasp of 
what is aimed at and how it is to be 
achieved. 


Report from Railway Express: 


job. It’s hard to estimate just how much hand-lettering time ProType saves 
—not to mention printers’ overtime!” 

Three years is not a long time to More facts: ProType has no moving parts. 
have progressed from static pape professional results. 25,000 type styles and sizes, from 6 pt. to 96 pt.—world’s 
storyboards to mock-up films. Giv- largest type library! No darkroom needed to produce perfect 
en another three years, there may : ; : ¥ cer 

type in minutes. Write today, or call your Davidson Distrib- 
be an even better answer. Mean- : flere ’ : ; 
time, at least we know this answe1 utor (he’s listed in the Yellow Pages). Davidson Cor- 
works. 44 poration, subsidiary of Mergenthaler Linotype Company, 
29 Ryerson Street, Brooklyn 5, New York. 


Anyone can operate it, with 


EY son 


New GE Tube Widens 


Scope of Television 
WHEN 
General Electric has developed a 
television camera tube which will 
vs : . Performance 
widen the scope of black-and-white 


Prestige and 


television and promises radically to are Paramount... 
extend the general application of ; ts beautiful texture 
color television, GE says ee a See 

The new image orthicon tube, , \ cere j several weight 0 and 10 
GL-7629, is physically and electri- Se a ae ee 
cally interchangeable with stand- ’ ic nar Ghaieaialiinia ola 
ard camera tubes. It requires 1/10 direct for free 4 x 6 sample pod 
to 1/20 the light required by stand- 
ard image orthicons, either b&w o1 
color. According to GE, it can pro- 
duce pictures of usable b&w quality 
at one foot candle of scene illumi- 


, inc. Metuchen, New Jersey 
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nation or less, compared to the ten 
foot candles required by standard 
b&w image orthicons at the same 
camera lens setting 

The super-sensitivity of the new 
image orthicon tube will permit 
the origination of studio colorcasts 
under normal b&w lighting levels 
and will make possible colorcasts 
from spor :s arenas, auditoriums and 
light-equipped ballparks without 
the addition of special lighting, GE 
said 44 


Hudson Bows Into Audio 
Field With Splicing Kit 


Hudson Photographic Industries, 
maker of amateur and professional 
tape splicers, film proofers and 
movie film pre-viewers, has entered 
the high fidelity field with an audio 
tape splic ing kit. 

The new high fidelity accessory, 
the Quik-Splice kit, consists of an 
anodized aluminum block for the 
cutting and splicing operations. The 
block contains a small drawer con- 
sisting of a cutting blade and a 
quantity of pre-cut tape in red, white 
and clear Mylar 
cut Mylar adhesive strips are used 


Color-coded, pre- 


to make the splice 
According to the company, the 
pre-cut feature eliminates one cut- 
ting operation usually associated 
with splicing kits and the use of 
Mylar as the base for the adhesive 
assures the strongest possible joint 
44 


Booklet Tells Value 
Of Record Promotions 


The value of récord promotions is 
detailed in a booklet offered by 
Record Promotions Inc., New York. 

The booklet claims these advan- 
tages 
® a record is never discarded 
® it has entertainment, educational 
and curiosity value 
® the package serves as literature 
® your promotion gains both visual 
and oral appeal 
® costs are little more than a book- 
let 
® ultimate 
literature 


value is greater than 


. for more details circle 426, page 143 


LeBelle Tutor Designed 
For Desk-Top Showings 


A new audio-visual unit, described 
as being ideal for desk-top presen- 
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Wisconsin Sponsor Finds... 


Jackpot Feature Lures 
Early Show Audiences 


By Roger W. Dana 


Even though Druck’s Electric Co., 
Menasha, Wis., 
General Electric dealer, sponsors a 


radio program over WNAM, 


the listener 


Wisconsin’s largest 


6 a.m 
high, 
thanks to a dollar-a-day jackpot 
advertising feature of the early 
morning show. In fact, many lis- 
their clock radios to 
wake them up early enough to lis- 


rating 1S very 


teners' set 


ten and have a chance of winning 
the daily jackpot. 

Every customer who has ever 
purchased an electrical appliance 
of any kind from Druck’s is eligible 
to take part in the early morning 
jackpot advertising feature. 


> The jackpot starts with one dollar 
and each morning the name of a 
previous customer is drawn out of 
a container and read over the air. 
If the person whose name is drawn 
calls back the radio station within 


tations, has been introduced by La- 
Belle Industries Inc., 
Wis 

Titled the LaBelle Tutor, it is 
available for either cartridge or reel 
type tapes and is fully automatic, 
using a silent signal on the tape to 
change frames. This signal is not 


Oconomowoc, 


part of the recorded sound where 
tones of similar frequency might 
accidentally activate a frame change 

For desk-top presentations, the 
Tutor is used with the built-in 
sound system and the small screen 
inside the carrying case. For large 
screen and group presentations, a 
remote speaker can be plugged into 
a convenient jack, or an amplifica- 
tion system can be connected 
through a pre-amp output jack. 44 


Color Effect Sent to 
Black-and-White Sets 


An organization in New Hamp- 
shire has announced that it has 
transmitted to home _ black-and- 
white television sets a color effect 
using standard telecasting tech- 
niques without the aid of addition- 
al equipment of any kind at the re- 
ceiver, 


one minute, he is awarded the jack- 
pot. If the person whose name was 
drawn is not listening to the pro- 
gram and does not call the station, 
then another dollar is added to the 
daily jackpot. This continues until 
a listener calls the station. 


>’ The jackpot prize money has 
never accumulated to more than 
fifteen dollars, proving that the ra- 
dio program has a very high rating 
for listeners, even for this early 
in the morning. 

Besides getting a large listene: 
following, the cost of the jackpot 
award is far offset by the savings 
to the advertiser for air time. The 
rates paid the 
substantially 
morning hour. 

The program also draws cus- 
tomers into the store of the spon- 
sor to buy electrical appliances so 
they can register to take part in 
the radio jackpot feature. 44 


radio station are 


lower at this early 


Prof. Jonathan Karas, Jonathan 
Karas & Associates, Durham, N.H., 
said that for the first time viewers 
at home could get an idea of the 
advantages and benefits of color tv. 

“Our method of producing a color 
effect utilizes a little-known ability 
of the human body to react to sig- 
nals of a visual nature which are 
based on sound scientific reason- 
ing,” he said. 

The Karas organization special- 
izes in creative science and engi- 
neering studies for the advertising 
business. 44 


Miniature Slide Projector 
Offered by Allied Impex 


A portable slide projector, with 
built-in viewing screen, is being 
imported by Allied Impex Corp., 
300 4th Av., New York 10, N.Y. 

Called the Alpex Miniature Slide 
Projector, it is built into a fitted, 
self-contained leatheret carrying 
case with compartments for slides 
and filmstrip canisters. It is sup- 
plied with a slide changer and 
filmstrip adapter. Adapters are also 
available for use with an auto- 
matic slide changer, if desired. 

Weight is eight pounds. The pro- 
jector retails at $39.95. 44 





FILM 


REVIEWS 


In this column, we expect to describe and to comment on mo- 
tion pictures and filmstrips in the fields of advertising and sales 
promotion, both those which pertain to promotional techniques 


and those which are 


themselves promotional tools. 


Productions 


will not be included in this column unless they have been seen 
by a member of AR’s editorial staff. Producers and sponsors 
having films they wish reviewed are invited to send a descrip- 
tion to AR Managing Editor, so they may be scheduled at our 


regular showings. 


Westward Ho Color Film 
Promotes Arizona Visits 


This highly entertaining color and 
sound film does a fine job of promot- 
ing tourist and convention trade to 
Phoenix, Ariz., by showing all the 
scenic wonders, side trips, and city 
facilities the area has to offer. The 
many shops, theaters and restau- 
rants plus sports facilities are given 
a full play in the 17-minute film 
plus some interesting scenes show- 
ing the famed “Westward Ho” hotel, 
frequently called “a city within a 
city.” The film was produced by 
Canyon Films, 834 N. 7th Av., Phoe- 
nix, and is distributed from there or 
the sales department of Westward 
Ho Hotel, 618 N. Central Av., Phoe- 
nix B.M. 


Imaginative Camera 
Sells Magazines 


The motion picture camera _ is 
often looked upon as a substitute 
eye. It can go places for the viewer 
and capture scenes for him. But its 
scope is far greater than this. It can 
be used as a tool of imagination, 
substituting pattern, motion and in- 
tercutting to produce something that 
is greater than the sum of all the 
individual shots which have been 
captured on film. 

Such a production is “MAG,” a 
12-minute color film, produced for 
Life by N. Jay Norman Associates, 
Chicago. Its purpose is to dramatize 
the abstract concept of the influence 
of magazines on people’s mind, to 
demonstrate the effectiveness of us- 
ing magazine advertising to reach 
people, to set the stage for a factual 
and specific sales demonstration. 

Montage, the art of rhythmical 


cutting from one shot to another, is 
the chief tool of the director in this 
production. The individual shots are 
not outstanding, by themselves. They 
are largely static, frequently con- 
sisting of photos of magazine pages 
or spreads. The effect is achieved 
through the timed juxtaposition of 
these images, forcing the viewer to 
consider together facts he may have 
thought unrelated. 

The technique cannot be de- 
scribed. It must be seen to be fully 
grasped. And it deserves careful 
viewing, for the technique may 
prove adaptable to a number of sub- 
jects normally thought unreachable 
by straight photography, or amen- 
able only to expensive animation 
handling. 

Arrangements for viewing may be 
made through any of the local sales 
offices of Life. By the way, although 
Life is the sponsor, the film sells all 
consumer magazines, not its spon- 
sor alone. R.B.K. 


Formula for PR Movies 
Used to Make a Winner 


One secret of the successful pub- 
lic relations film seem to be to en- 
dow a commercial product with 
historical qualities. 

First, the script writer must show 
you ancient man, stumbling from 
cave to cave without the product. 
Then, about 1600, one of the citi- 
zenry discovers an antecedent of the 
product, and civilization takes a 
giant step forward. Then, here in 
the good, old USA, the sponsor 
steps forward, anywhere from 1800 
to 1900, and discovers the Jim 
Dandy whatever-it-is as Teddy 
Roosevelt wrestles a bear or Abe 
Lincoln frees the slaves. Finally, 
there you are, modern man, enjoy- 


Te CU Ce 
Coma TLD dU 


SALES PRESENTATION 
SH a8) 


| ~ SALES BINDER ; 
REFERENCE BOOK 


invaluable 


VPD SALES BINDER | 
3 REFERENCE BOOK j 


TST 


7 Describes, illustrates and gives prices of en 


1 
| 
| 
|... we'll give you this 
| 
| 


45 different styles (in many sizes and colors) 
of ready-made VPD SALES BINDERS, 


HELPS YOU TO: 


| CUT BINDER costs | l 
DRASTICALLY — ready- | 

| made VPD BINDERS are 
far less expensive than 

| custom-made jobs. | 
DEVELOP PRESENTA. | 

| TIONS FASTER, MORE | | 
EASILY — you can select 

| a style and size (7 x 5 ; 
up to 24 x 18) from over 

| 400 different “in stock’ | 
VPD binders immediate- 

| ly and tailor presenta- | 
tion material to it. 

| ELIMINATE WORK, | 
HEADACHES — no 

| nuisance of ‘’working | 
out” a binder, no time 

| wasted explaining spec- | 

ifications, approving 

| samples. Just look thru | 

VPD REFERENCE BOOK 

| and select. | 


MEET DEADLINES 
EASILY — all VPD BIND- 
ERS are ready for im- 
mediate delivery from 
your stationer. 


WRITE NOW FOR YOUR 
FREE COPY OF THE AR-20 
| vpp BINDER REFERENCE BOOK 
| to: JOSHUA MEIER COMPANY, INC. | 


601 West 26th Street, New York 1, N. Y. 


manufacturers of sales binders since 1933 
er mee ee 
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ing the latest model of the product 
and the screen says The End” as 
the music plays louder and loude 

This formula, give or take a few 
cavemen, is standard operating pro- 
cedure for making a film about a 
commer ial product whe n the spon- 
sor want to show the movie to 
non-commers ial audie neces 

Hamilton Watch Co. found the 
formula just what it wanted to tell 
the history of timekeeping and the 
result is “The Ages of Time,” an 18- 
minute movie produced by 
MPO Productions Inc., New York 
and Hollywood 


Fortunate ly fo! the 


( olor 


watchmaket 

they had talent working for them 
Producer Victor D. Solow, Script- 
writers Thomas McGrath and Lloyd 
Ritter, Robert Abram- 
son and the rest of the MPO peo- 
travel the 


same old course, but have also man 


Compost I 


ple have managed to 
aged to breathe new life into the 
cliche situations 

This is a good film. If you want 
to make a movie about your prod- 
uct and surround it with non-com- 
mercial qualities, here is the maste1 
pattern as produced by masters 


Distribution is being handled by 
Association Film E. S 


Grit Sponsors Effective 
Movie Selling Magazine 


Small 
Story may well be a classic 


In ome way Town 

elling 
film 

It sells the spon 

sor’s service with 

strength and con- 

vincing demon 

strations. It tackles 

what may be some 

of the major ob- 

jections to the 


sponsol! Ss 


film 

review service 

While facing these 

objections and 

discarding them, it takes a gentle 

and subtle line of attack, so that the 

objections can be dropped by the 

viewer without his feeling that he 
is giving up anything of value 

“Small 

duced by 


Town Story” was _ pro- 


Parthenon Pictures fo: 
Grit. Grit, of course, is the national 
magazine directed to readers living 
in some 16,000 small towns. Of these 
readers, almost 60 per cent live in 
towns of less than 2,500 population 

The movie Is designed to help 
Grit representatives convince me- 
dia buyers that more advertising 


linage should be placed in Grit 


The sponsors and producers ap- 
realized that most media 


buyers are inclined to think of mar- 


uM: DB: 


parently 


April 1960 


in terms of New York, Chicago 
and Los Angeles not Onarga, IIL: 
Small, Ida.; or Titusville, Pa. Be- 
cause of their jobs, most media buy- 
ers are urban-located, urban-cen- 
tered and urban-influenced 
Small Town Story” sets the rec- 
ord straight for the big city ad men 
It gently eliminates the vaudeville 
concept of the rube, the settlement 
where Titus Moody sells snake oil 
to cure the where 
barrel conversation is the 


misery, and 
cracke1 
highest stage of mental activity 
Instead, it tells the story of every- 
day Americans who live in thes 
mall towns in a tradition of brand 
loyalty, the money to back up thei: 
interests, and the living 
that prompts the need for merchan- 


gracious 


dise. Small town storekeepers are 
shown as friendly retailers, anxious 
to join promotions, not only fo: 
additional profits but to generate 
activity in their Main Street 

The movie shows what it calls 
the “metropolitan bias of othe: 
mass-market media” and hints that 
this same bias may exist with media 
men if they’re not careful to elimi- 
nate it 

This picture, with its warm, gentle 
photography and its simple telling 
of a complex story should be of in- 
terest to anyone in a related field 
and to anyone who feels he has a 
tough selling problem 

Screenings may be arranged 
office, Wil- 


or any of its regional 


through Grit’s home 
liamsport, Pa., 


sales offices E. S 


Demonstration on Film 
Sells Mowers to Dealers 


Next to an actual demonstration, 
a motion picture is the natural way 
to tell people what a machine can 

do. “Mower Car 

Magic,” an l11- 

minute color film, 

produced for 

Homelite, Port 

Chester, N. Y., by 

film Victor ; Kayfetz 

ve Productions, Inc., 

review 1780 Broadway, 
New York 19, is 

a good example of 

such a demonstration on film. 

Homelite had a new _ power 
mower, of the kind you ride, and it 
wanted to get dealers. It wanted 
to show what the mower could do, 
and point out its potential market. 
The most logical place to do this 
was at the National Hardware 
Show, held in October in New York 
But, obviously, this was no time for 
a demonstration of the machine it- 
self. 


The film shows the Homeline in 
use, on a suburbanite lawn, with 
the new owner showing it off to an 
interested neighbor, and exhibiting 
all its special features. The owner 
speaks the commentary, which is 
written in an easy-flowing, con- 
versational style. This is a very 
persuasive technique, 
wards the end, 


except to- 
when the script 
points out the wide possible markets 
beyond the home owner. At this 
point, the commentator has to re- 
sort to such phrases as “According 
to my dealer . . .” or “My dealer 
points out ” This is a little awk- 
ward, and it might have been better, 
when this stage in the selling pitch 
was reached, to have shifted to a 
more direct approach, using a dif- 
ferent voice. 

This fault notwithstanding, this is 
nevertheless an effective film for its 
purpose—to impress dealers. Being 
designed for internal use, prints are 
not generally available, although 
special arrangements for screening 
may be made from Kayfetz. rR. B. K. 


Film Depicts Ad Role 
in War vs. Recession 


The advertising world should be 
proud of the story told in this film, 
“Psychological Warfare against Re- 
cession,” a 14- 
minute report in 
full color pro- 
duced for the Ad- 
vertising Council 
by Allend’or Pro- 
ductions, Los 


film 


review 


Angeles. 

It tells how the 
1958 recession was 
analyzed by busi- 
ness, and the Council authorized to 
conduct a full-scale 
against the attitudes 
tributed to an 


campaign 
which 
ever-downward 
spiral. It is a good film to see when 
your morale is low as the result of 
disparaging remarks about the so- 
cial value of advertising, and a bet- 
ter film to show to public groups 
who may have mistaken 
on the subject. 

The technique of this film shows 
how effective 


con- 


notions 


animation can be 
achieved with the minimum of art- 
work and camera expense. Basical- 
ly still art is given movement with 
quick cuts from one shot to an- 
other, zooming or dollying of the 
camera, and very simple animation 
techniques. Imagination has helped 
to cut down costs. 

The film may be borrowed, at 
no charge, from the Advertising 
Council, 25 W. 45th St., New York 
36. R. B. K. 





Horace, the harassed production man 


“HERE ARE THE APPROVED DIRECT MAIL 
MECHANICALS, HORACE. | PROMISED THE 
CLIENT WE'LL HAVE 200,000 BY TOMORROW 
MORNING, PRINTED ON ¥ 
FINCH OFFSET.”’ 
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, TORS | pit uit 


usnes DUT These nian dq ¥y sheets will give you 
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2 or ' 4 » 

leces...and at a lowe 


msy PRUYN 
“ry. é a 
U AND COMPANY. INC... GLENS FALLS Y 


15 Glen St., Glens Fails, N.Y. Phone Glens Falls 3-254! 
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“LIONEL _ 


‘027’ SUPER ‘O’ HO 
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Catalog preparation 
is often farmed out, 
but not at Lionel, 
producer of one of 
America’s favorite 
color catalogs. 


-- and How -- Lionel Produced its Own Catalog 


As the crocus is the forerunner 
of Spring, a Lionel train catalog is 
a sure sign that Christmas cannot 
be far away. Here is a book that 
since 1903 has been a part of the 
American tradition. From a 20- 
page miniature booklet with small 
distribution, it has grown into a 
56-page full color encyclopedia of 
trains with a circulation of as many 
as two and a half million copies. 

What is involved in the prepara- 
tion of this book which presents an 
entire line of merchandise for one 
year? Where is it prepared? How 
long does it take to produce? What 
are the steps taken in its prepara- 
tion? 


> Before the consumer catalog is 
started, an advance catalog is pre- 
pared for the trade. The advance 
catalog is a necessary step in the 
preparation of the consumer cata- 
log as it illustrates and describes 
all the items in the line as pre- 
viously determined by the Lionel 
sales and engineering departments. 
First used by the Lionel sales force 
to preview the new line, it is then 
distributed to jobbers and dealers. 
Reactions on the part of the sales- 
men and the trade are analyzed. 
Armed with this information and 


the sales results to date, the con- 
sumer catalog is ready to be begun. 
On April 1 the first work session 
was undertaken on the consumer 
catalog at 15 E. 26 St., New York. 
The Lionel executives at this ses- 
sion were Alan Ginsburg, vice 
president in charge of merchandis- 
ing and sales; Jacques Zuccaire, ad- 
vertising manager; John Ellenbo- 
gen, assistant advertising manager 
and Orlando Militano, art director. 
Keeping in mind the salesmen’s 
and the trade’s reactions, along with 
the results of initial orders and 
estimated sales potentials, de- 
cisions were made as to the proper 
allocation of space for each of the 
train outfits and separate sale items 
such as cars and accessories. It was 
decided which specific train sets 
would appear on a spread by them- 
selves and which would appear on 
a spread in combination with an- 
other outfit. It was also determined 
which of the separate sale items 
would be emphasized and to what 
extent. The makeup of the book 
from the merchandising point of 
view had now been determined. 
Keeping in mind all the sep- 
arate sale items and the number 
of times each should be illustrated, 
layouts are now started. These sep- 


arate sale items are carefully ana- 
lyzed and laid out where they best 
fit into a real railroading scene and 
yet still do the necessary selling 
job. Accessories dealing with the 
space age, for example, are not 
shown with a train outfit like the 
old-time General, but with a train 
set whose 


composition includes 


Space age Cars. 


> Since the catalog is printed in 
several forms, each form is turned 
over to the printer in accordance 
with a schedule he prepares. This 
schedule must be adhered to if we 
are to receive printed catalogs by 
the end of August. 

Because of the time problem it 
is impossible to present layouts of 
all pages for approval at one time. 
Therefore, layouts for the first form 


Early Catalog . . . Catalog of 1903 was 
in black only, just 6’’ across. 
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gor YOU 
sented cS, 
copy"iey eusrome 
and Vororection” 


BOWLING 
AND 

ATHLETIC 

GROUPS --- 


ALL 


use Awards and Certificates for mem- 
bership contributions recognition 
outstanding achievements 


ALL 


the Awards and Certificates will look 
better when you start with 


GOES BORDERED BLANKS 


You get multi-colors with only one color 
imprint. 

You get a more satisfied 
to repeat customer 
Every time you. use 


. and more likely 


GOES BORDERED BLANKS 


Need samples? Write today, we'll rush them 


Goes 


LITHOGRAPHING Co. 
42 WEST 61st ST. * CHICAGO 21 
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Control of Production 


Final spread of current catalog shows group of equipment, 


with work chart used to maintain control shown beneath 


are done first, presented for ap- 
proval and the production of art 
begun immediately. Simultaneously 
with the approval of layouts, copy 
for the specific pages is started. 
Layouts and copy are then pre- 
pared for the succeeding forms in 
order of their closings. 


»’A record is kept daily as to the 
progress of each spread. This is 
done by listing on a miniature stat 
of each spread the various phases 
through which the art 
with space for the name of the 
artist and columns headed “date 
started” and “date finished.” 

Each one of these stats becomes 
a work chart. All are tacked onto 
a bulletin board so that at a glance 
the entire progress of the book can 
be noted. 


must go, 


> The first step in the preparation 
of final artwork is to photograph 
the merchandise exactly as_ posi- 
tioned in the layouts. Because of 
the sharp perspectives used, it is 
necessary to take as many as three 
different shots for one spread. 

The photos are then used as a 
guide for perspective and detailing 
in the initial pencil drawing of the 
spread. The pencilling, which is 
presented to and approved by the 
engineering department, is all-im- 
portant. From now on, all succeed- 
ing phases of the art operation are 
dependent upon its accuracy 

We know from experience that 
the illustrators may occasionally 
leave out important detailing, be- 


cause during the laying in of thei 
color tones, some of the pencil lines 
disappear. To eliminate the possi- 
bility of this happening, light ink 
lines are drawn over the pencil- 
ling as a better guide for the illus- 
trators to do their color rendering. 


> The next step is the rendering of 
the illustration which is the actual 
painting of the picture. While pay- 
ing careful attention to the details 
of construction and the true colors 
of the merchandise, the renderers 
also attempt to make their paintings 
as three-dimensional as possible in 
order to show the merchandise to 
its best advantage. 

After the rendering is completed, 
the colored artwork is turned ove) 
to the lettering man. Item numbers, 
car names and railroad insignia 
and markings are lettered in on the 
merchandise. 

Last, but not least, the colo: 
spread is turned over to an illus- 
trator who specializes in laying in 
backgrounds, landscapes and scenic 
effects. This further dramatizes the 
merchandise and creates an authen- 
tic railroading atmosphere. 


> As artwork for each spread _ is 
completed, it is presented for ap- 
proval to engineering. Because of 
the intricate detailing and neces- 
sary product revisions, it is almost 
inevitable that corrections be made. 
After corrections, art is shown to 
management. 

Management having given its ap- 
proval, the artwork is statted and 
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YOU and 
YOUR company will profit 


when you attend 


The Third Annual Conference 
of the 


SALES PROMOTION EXECUTIVES ASSOCIATION 
Hotel Astor, New York City 


April 25 - 26 - 27 


The THEME 


‘The Sales Promotion Executive — 
The Coming Man in Management”’ 
The SPEAKERS 


JOHN CALDWELL, /accutive kditor LAWRENCE DE NEUFVILLE and ROBERT 
Sales Management Magazine SHAEFFER, Vice Presidents. The MeMurry Company 


STANLEY ARNOLD, Sules /romotion J. B. ‘‘KIP’’ ANGER, Verchandise Vanager 


Zenith Sales ¢ orp. 
Consultant 


HOWARD TURNER, JR., |) Arey Advertising 
EDWARD C. BURSK, ‘dito, 


Harvard Business Revieu 


JOHN HAMMOND, / ir si ice President JOHN MACOMBER, {ssociate. McKinsey & Co 
Vewport la:z Festival 


ROBERT GRAHAM, Field Sales Manager 
Indian Hlead Vills 


PLUS . : a group of lop sales promotion managers 
who will report on the newest and most effective 
JIM WICKERSHAM, Senior | ice President 


techniques «as they describe spect fi problems and 


Sale s Communications. Ine the i sale s promotion solutions. 


THIS IS THE SALES PROMOTION EVENT OF THE YEAR. RESERVE YOUR PLACE NOW. 
Members $60; non-members $75. 


W rite SALES PROMOTION EXECUTIVES ASSOCIATION 


at once 


to 


Third Annual Conference 


389 Fifth Avenue © New York 16, New York 
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ithographed on 100# Sterling Offset Enamel by A. Hoen & Co., Inc., Baltimore 


HOW TO SETA 





Literally years ahead in hull design, V8 power, indoor and outdoor living 








The job was run on a 52 x 76, Harris 4 color press. Agency for Owens is VanSant, Dugdale & Co., Inc., Baltimore 


COURSE FOR SALES 


Interest in boating moves full speed ahead when the sea and 
sparkle of a day on the deep are pictured as alluringly as they are here 
on West Virginia’s Sterling Offset Enamel. 


And no wonder. Reproduction is crisp, clean and inviting. And Sterling 
Offset Enamel has the extra gloss and bright whiteness needed to bring out all the 
brilliance of the colors so effectively used to display these boats. 


When you're angling for more printing business in growth industries like 
boating, we suggest you specify a Westvaco Quality Paper. For example, 

Sterling Offset Enamel has the appearance that pleases customers. And Sterling 
is stabilized for closer register and more profitable press room operation. 


West Virginia’s family of fine papers also includes coated and uncoated 
letterpress and offset grades for almost any type of job or specification. 
Whichever Westvaco Quality Paper you choose, you're sure of the finest 
quality, plus all the benefits of West Vir, inia’s direct 

mill-to-you sales policy and service. 


We suggest you write for full details to West Virginia Pulp and Paper, 
230 Park Avenue, New York 17, N.Y., or get in touch with one of the 
offices listed below. 


Fine Papers Division e o e 
Commercial Printing Paper Sales West V i rg q n ta 
Chicago 1/FR 2-7620 New York 17/MU 6-8400 

Cincinnati 12/RE 1-6350 Philadelphia 7/ LO 8-3680 


Detroit 35/DI 1-5522 Pittsburgh 19/CO 1-6660 P j ad K- 
San Francisco 5/GA 1-5104 u o an aper 


THIS INSERT IS LITHOGRAPHED ON STERLING OFFSET ENAMEL, 25 x 38—80}# 





ar ert isi mq 


Requirements 


Swe Management 
On Layout & Typography 


(one t the most ital of AR’s 134 
ionthly sections for advertising man 
vement is Layout « Typography 
Articles by 


mly keep advertising men posted on 


experts in every mssue not 


rrent trends, but provide refresher 
training and tips on all phases of 
printed media. Following are typical 
stories published m 1955 


“Hints For Admen From 
a Compositor”’ 
‘How to Select the Right 
Typeface” 
‘“Noreen's Integrated 
Design Program” 
“Thud & Blunder Typography’’ 
‘Which Way from Futura’ 
“Showmanship in Print’ 
“Enter the Type Director’ 
“Trends in Advertising 
Typography’ 
“Rebus Ads Score Success for 
Milwaukee Distributor’’ 


Sells Management 


On Layout & Typography 


Editorial excitement as well as edi 
torial service affects reader response 
Following are a few of the outstand 
ing typography and = layout firms 
which have attracted prospects and 
customers with sales messages in AR 


Monsen-Chicago 

Warwick Typographers 
Howard 0. Bullard, Inc. 
Advertising Typographers Assn. 
Filmotype 

The Haberule Company 
Runkle-Thompson-Kovats, Inc. 
Mergenthaler Linotype Company 
J. M. Bundscho, Inc. 

Rapid Typographers, Inc. 
Lanston Monotype Machine Co. 


If layout and typography are 
either your proble ms or your 
products—turn to AR for results! 


Advertising 


Atari EEG bie | 
200 E. ILLINOIS ST. * CHICAGO 11. ILL 
eu ee ee 


ADVERTISING AGE and INDUSTRIAL MARKETING 


April 1960 


then turned over to the printe: 
No engravings are necessary sinc¢ 
the catalog is to be printed by 
lithography 


> It may have been noted that the 
artwork is sent out minus the type 
As previously mentioned, however, 
the copy is begun the moment th« 
layout is approved. As copy for each 
spread is written, it is submitted 
to engineering and management for 
comments and aprovals. An ac- 
curate type layout is made on the 
stat of the finished artwork and 
copy is given to the typographe: 
to be set. While awaiting first colo: 
proots of each spread from the 
printer, type revisions are made 
and finalized 

Upon receipt ol colon proots fo) 
correction, one prool 1s used for a 
type mechanical and the type is 
pasted on an acetate overlay. This 
is then turned over to the printer 
so that the type can be stripped in 
on the black’ separations. Afte: 
stripping in is completed, blue- 
prints of the black plate with type 
in position are submitted by the 
printer for final approval 


>’ The last things seen are press 
sheets of each form. At this time 
final minor corrections are made 
Then begins the period of anxious 
waiting until copies of finished cat- 
alogs are received 

Work on the catalog, with the 
exception of type setting and print- 
ing, is done almost entirely in the 
Lionel advertising department. The 
members of the advertising staff in- 
clude the advertising manager, as- 
sistant advertising manager, art di- 


Rosse Article Tells 
Uses of Microfilm 


An article by Edward Rosse, head 
of the Social Security Adminis- 
tration’s microfilm program, enti- 
tled “Let’s Take a Positive Look 
at Microfilm,” is available free in 
booklet form from 3M 

Mr. Rosse explains the basic 
uses of microfilm and draws upon 
experiences in setting up his own 
department's program to illustrate 
the advantages of microfilm in 
daily business activity 


. for more details circle 412, page 143 


Automatic Features for 
New Offset Duplicator 


A new addition to the line of Mul- 
tilith offset duplicators of the Ad- 
dressograph-Multigraph Corp., 


rector, studio manager, copywrite: 
and three secretaries. 

The art studio consists of illus- 
trators, retouchers, letterers and 
mechanical men. These are essen- 
tially free lance people who use 
the Lionel facilities and are avail- 
able to us at all times. 


> Although the consumer cati..og i 
the most important and time-con 
suming task, it is only one of the 
advertising department's many 
functions. It also handles all pub- 
lic relations including publicity, ty 
tie-ins, fairs and exhibits. It pre- 
pares sales 


promotion material, 


dealer aids, advertisements and 

other catalogs: and designs pack- 

aging and displays both for Lionel 

and its Airex division. It also mon- 

itors Lionel’s cooperative advertis- 

ing program. 
To be more specific, here is a 

list of some of the jobs: 

Advance catalog 

Accessory catalog 

HO catalog 

Mats and mat sheets of regular and 
HO lines 

Glossies of regular and HO lines 

Dealer brochures 

Streamers 

Selling tips 

Radio and tv copy 

Facts books 

Track layout guides 

Newspaper layouts for dealers 

Catalog sheets for jobbers 

Producing art for all Lionel and 
Airex boxes 

Producing printing material for 
Lionel Premium division 

Airex consumer catalog 

Airex dealer catalog 


Model 2550, adds what the company 
calls “Automatic Sequence Control’ 
to features and appearances of pre- 
vious models. 

Automatic Sequence Control con- 
sists of three elements: an automatic 
reset electrical counter used to select 
and govern the number of copies re- 
quired; a control panel conveniently 
located at finger-tip level on the side 
of the machine, and a self-contained 
electrical system that provides max- 
imum programing flexibility, ac- 
cording to claims of the Cleveland 
company. 

While the automatic features ar 
being stressed in publicity, empha- 
sis is also being placed on the abil- 
ity of the machine to be used in cer- 
tain types of work where step-by- 
step control of the unit is desired by 
an operator. A flick of the switch on 
the control board makes this trans- 
fer easily and quickly, Addresso- 
graph-Multigraph states 44 
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Send For New Demonstration Sheets—Offset and Letterpress 


Stronger, more rigid, Falpaco’s improved brighter-white coated blanks 


give you a printing surface that means less waste, less makeready, less drying time 


less down time on your production of calendars, car cards, point of purchase displays, etc 
ind, above all, superior color and black and white reproduction 


FALULAH PAPER COMPANY se 
S00 FIFTH AVENUE, NEW YORK 36, NEW YORK + MILLS: FITCHBURG, MASS. 


FIRM NAME 
Please rush samples of your Improved 


Falpaco Brighter-White Coated Blank 


See for yourself ... Ask your paper merchant or mail this coupon today 


ADDRESS - 


city¥—__— 
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21st in AR’s series on externals 


COLLOQUI 


age 88. 


pubblicita 
diretta 


the external in italy 


tising people as their reference charge, the charge is, to a large 
magazine, Pubblicita Diretta car- extent, disregarded and the 20- 
ries news of new books on adver- page magazine is actually widely 
tising, reports on what’s new in di- distributed free to Delfini clients, 
rect mail all over the world, and agencies and advertising executives. 
describes outstanding Italian direct 
mail campaigns—not necessarily > Another popular external which, 
those of the sponsoring company because of its readership, carries 
Though it carries a subscription less specialized editorial matter, is 


ANN 


By Maurice Bensoussan 
ll triangolo magico 


In Italy, they may be named del disco 
Colloqui, Amicizia or Tuttodolce, stereofonico 
but the difference is mainly one of 
language. These are names for Ital- 
ian company publications, a grow- 
ing field in Italy. Aside from the 
language difference, these compa- 
ny externals are not too different 
from those in America—except for 
the fact that they accept advertis- 
ing 
Most of the larger Italian com- 
panies have at least one company 
publication. Many have more. As 
in this country, reading matter var- 
ies from articles of general inter- 
est to those of high business o1 
technical value. 
Pubblicita Diretta, for instance, 
is a monthly published by a direct Consumer-Like . . . Many of the articles, in both subject and layout, could very well 
mail agency, Delfini Indirizzi S.P.A. have been from a consumer magazine. This, with a full-color bleed illustration, is 
Widely acceptel by Italian adver- from ‘’Colloqui’’ and while it does promote electrical use, its sell is indirect. 
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The varied interest of Americans are shown... in 
periodical review... at every magazine stand. The man 
with an eye for a pretty girl, a handsome new car or motor 
boat, the newest thing in clothes, the latest developments 
in science, art, sports, or politics... can keep up with the 
passing show of American life through his favorite 
magazines. American magazines blanket the interests of 
masculine America... and pinpoint them. The magazine 
advertiser can command the attention of all literate 
Americans... or any special audience. He can make his 
appeal in brilliant color against a background of editorial 

= - . color. Magazines are basic media for national advertising 
because they reflect the interests of America in print. 

q Qe | C a | if D | nt We know what magazines can do for American advertisers because, 
for more than a quarter century, we have worked with leading 
advertisers and agencies from coast to coast to set new standards of 
photoengraving reproduction for magazine advertising. Many 
history-making color advertisements have passed through our shop 
including the first multi-page insertions. This series of 
advertisements, developed in collaboration with artists and 
photographers who illustrate the editorial and advertising pages of 


magazines, is an appropriate way of expressing our faith in the 
social and economic values of America's national magazines. 


wf) 
> 


ad 
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Remember you want the finest in 


fluorescence —ask for it by name 


ee) or tt) lar eee i Or las lee lass 
Contains samples and printing suggestions 


ORO) aN amen tl ky for Silk Screen, Bulle 
tin Colors, Qwik-Spray paints, and Water Col 
ors. Have perforated swatches you can tear 
off and attach to your job 


Write on your letterhead for Color Card and 
ee CEM CEE al am Teme Ut 
Sun-Tested Velva-Glo for velvety smooth jobs. 


RADIANT COLOR CO. 


830 Isabella St., Oakland 7, Calif. 
CLR Ae age emer mtd 
249 W. 29th St., New York 1, New York 


anufacturers of § ADE mele) 


ent papers « ard Laem ela 
Hamel la er Cael lees 


i 
IDEAS by the 
boxful ! 


“I keep in my desk a boxful of clip 
pings from Advertising Age,” writes an 
advertising manager. “It is my idea-file 
and I dip into it often when in need of 


inspiration.” Advertising Age, The Na 
tional Newspaper of Marketing, is the 
world’s most widely read journal dealing 
with advertising and selling. One year’s 
subscription — 52 idea-packed issues 
only $3, which is less than 6c per week. 
Mail coupon below for trial. Money back 
guarantee. 


ADVERTISING AGE 200 E. Illinois St. Chicago 
Enter my l-year (52 issues) trial order for only 
$3. I must be satisfied or my money back 


NAME TITLE 
COMPANY 


. oa eg. ae 
(1 $3 enclosed () Bill me [) Bill firm 
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Colloqui, the publication of Edison 
Volta, Italian gas and power dis- 
tributors 

Actually, Colloqui is a modern- 
ized version of a pre-war publica- 
tion called Words From Edison To 
Its Users. When the company de- 
cided to drop the somewhat high- 
sounding title, it followed through 
all the way by modernizing the 
format, improving the quality of the 
printing and adding color. Articles 
run the gamut from art and fashion 
to news of the electrical field. In 
between are found stories on his- 
tory, travel and housekeeping hints 
To keep from getting too far off 
base, however, there is a regular 
feature, “Conversations With Our 
Readers,” in which Edison Volta 
answers questions and gives other 
information on economical use of 
electricity. For the children, there 
is a comic strip presenting the 
adventures of a cartoon character 
named “Electrino.” 

The advertising, though of a 
general nature, is heavy on con- 
sumer ads placed by 
manufacturers 


appliance 


> Lambretta is the external of a 
company of the same name which 
manufactures motorcycles. Here, 
the subject matter is less broad be- 


cause motorcycle 


have 
many interests in common. Largely 
a picture magazine, the publication’s 
editorial matter leans toward ad- 
venture. Sports are accented, with 
much news of motorcycle races in 
which Lambretta vehicles came out 
on top. Travel, too, is a popular 


owners 


theme and readers are reminded of 
the fact that motorcycles provide 
an economical means of transpor- 
tation once you get to where you 
are going. In spite of the seemingly 
limited field, these vehicles are 
highly popular in Europe and 60,- 
000 copies of Lambretta are distrib- 
uted on a quarterly basis. 


> The publication of Motta, a man- 
ufacturer of confections and _ ice 
cream, is called Friendship. It goes 
to 210,000 readers, including all cus- 
tomers who place substantial home 
delivery orders over a year’s time 
Here, 48 pages of editorial material 
place articles on Venetian painters 
and interviews with 
side-by-side with 


movie stars 
information on 
the food value of ice cream and the 
heightened importance of sugar in- 
take during certain seasons of the 
year. 

Like many large Italian compa- 
nies, Motta also publishes an ex- 
ternal for circulation to its various 
distribution points—20,000 in all, 
including vending machines as well 
as branch plants and offices. The 


magazine is called Tuttodolce (the 
word means “all sweet”). A four- 
color quarterly, Tuttodolce carries 
articles of interest to retailers 
news of new products, new plant 
openings, the launching of a Mot- 
ta-sponsored television show. 


> An unusual feature of Italian ex- 
ternals is, as mentioned earlier, the 
fact that they do accept advertis- 
ing. The character of the advertis- 
ing, of course, reflects somewhat 
the interest range of the particu- 
lar publication. In general, how- 
ever, the ads are for everyday con- 
sumer products—television sets, to- 
bacco, clothing, foot pain relievers 
and kitchen furniture. 

The advertising revenue, need- 
less to say, makes possible im- 
proved magazine quality, particu- 
larly since, although the magazines 
carry a small charge per copy, of- 
ten the price factor is theoretical 
and the publications are actually 
distributed without charge. 44 


Use of Wool Features 
Promotional Booklet 


Seven feet of high-quality wool 
yarn, hand-laced from page to 
page is a feature of a 16-page 
booklet of the Portage Hosiery Co., 
Portage, Wis. 

The booklet, mailed recently to 
customers, stockholders, suppliers 
and employes, tells the high points 
in the company’s operations during 
its 8l-year history and introduces 
the executives responsible for the 
company ’s growth in recent years. 


The booklet was printed offset in 
green and black on _ 100-pound 
white Krome-Kote body stock; the 
cover, on 80-pound Krome-Kote 
cover stock. The white wool yarn, 
springing from the tail of the lamb 
on the cover, required press- 
punching and hand-threading for 
each booklet. 

The booklet was produced by the 
Buchen Co., Chicago, advertising 
agency for the Wisconsin firm. Fin- 
ished art was supplied by Promo- 
tional Arts Studio and the printing 
was by American Printers. 44 





Gilbert 
TYPEWRITER 
PAPERS... 


Now in Sparkling New Flip-Top Boxes... A new feature has been added to 
the popular Gilbert line of boxed typewriter papers. The familiar red and white box now has a flip-top opening 
that makes it so easy to take out only the paper required for immediate use. There are no crumpled edges o1 
prying with fingernails to remove the paper. Then too, with the lid closed the remaining paper is fully pro 
tected until used. 

Youll find Gilbert cotton fibre papers better than ever, with the beautiful Hi-Fi white. All grades of 
Gilbert bond papers and onionskin papers are available in the new boxes: 8% x 11, 500 sheets to the box. In 
addition, there is the 84% x 11, 100-sheet box, as well as regular ream wrapped cut-stock, in a variety of sizes. 

Ask your merchant, printing supplier, or stationer about the flip-top box or other cut-size Gilbert Papers. 


GILBERT PAPER COMPANY 
Menasha, Wisconsin 
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sanuious contest FREE TRIP 


om 


TRANS WORLD FASHIONS 


he 


TRANS 


EWTER FREE CONTEST 
Win a TRIP 


WORLD FASHIONS 


STRETCH 


an Idea 


A little ingenuity, and co- 
operation with his printer, 
brought dividends to this 
advertiser, by obtaining 
many promotion pieces 
from the minimum art- 


work. 


When Elder Mfg. Co., St. Louis, 
manufacturers of Tom Sawyer Ap- 
parel for Real 
Global 
Summer! 


Boys, decided on 
Fashions for its Spring- 
1959 promotion, only two 
or three printed 


mind. 


pieces came to 


While the promotion was still in 
the idea stage, Gilbert W. Franklin, 
ad manager, discussed the idea with 
Herbert M. Sayers Jr., Sayers Print- 
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ing Co., and came up with seven 
separate promotions on the same 
theme, all produced from the same 
preliminary art and from one set 
of four color separations 


A swatch folder 

Counter cards 

Self-mailer 

Magazine insert 

Box wrap 

Window stickers 

Four different garment tags. 


Mr. Franklin, who has since be- 
come regional sales manager at 
Elder Mfg. Co., says he has al- 
ways felt it wise to contact his 
printer very early on promotion 
plans in order to take advantage of 
any production short cuts that 
could help his budget. 

In this case, the printer not only 
developed multiple use of prelimi- 
nary artwork, but extended and 


coordinated the use of the single 
advertising theme 


> Here are the steps as they un- 
folded in building the Tom Sawyer 
Global Fashion theme: 


1. Permission from TWA to use its 
name and travel posters as_ back- 
ground for the Tom Sawyer pro- 
motion; 


2. Selection of eight different TWA 
posters as the maximum number 
to fit into a montage background; 


3. Reduction of each 26x40’ TWA 
poster to 25¢x334”, first repropor- 
tioning the illustrative contents of 
the poster so that objects would fall 
in the right places when reduced; 


4. Production of Ektachrome trans- 
parencies from each of the posters, 
in the size required for the Tom 
Sawyer promotion. From these the 





You Il have 
designs on 


PARCHKIN 


ART PARCHMENT 


Simple or complex patterns, a sheer 
translucency to give useful see- 
through, and the feel of fine parchment 
... these qualities make Parchkin 
Motif Art Parchment ideal for direct 
mail use and magazine inserts. 
Customers have complete freedom in 
pattern design . . . which becomes 
part of the parchment and gives a 
three-dimensional illusion. It can be 
made in varying weight ranges and 
paste! shades. And it gives a crisp 
sharpness to printing. 


Send for free information and sample 
“Something Speciai in Papers” package. 


PATERSON PARCHMENT PAPER CO. 


Bristol, Pennsylvania 


Sales Offices: New York, Chicago 
West Coast Plant: Sunnyvale, California 


eeeseesoeseoese 
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DIRECT MAIL LETTERHEADS AND ENVELOPES MAGAZINE INSERTS PACKAGE INSERTS GREETING CARDS 
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color separations and one set of 


four color-offset plates were made; 


5. Selection of a 23x35’ sheet as 
the size most economical for length 
of run and in order to run all the ele- 
ments of the promotion from one 
et of four-color offset plates; 


6. Determination that the 
right hand 3x54” 


upper 
corner card nec- 
could 
advertising copy 
on each of the other 


essary for the self-mailer 
also be used for 
pieces. The 
imprint was achieved by undercut- 


blanket 


the four-color run 


ting the cylinder during 


> Although only eight different 
TWA posters are used in the art- 
work, the master plates include 12 
by duplicating four of the posters. 
By preplanning the printing, this 
extra row of four color posters 
stretched the idea and the budget 
a little. farther 

On the 


tance, 


swatch folder, for in- 


which was the first piece 
worked out, the master plates were 
Lusterkote 
stock with the undercutting 
on the left side of the sheet for the 
imprint. The 


run two up on 10 pt 


covel 


extra row of fou 
used to form the 
swatch folder. 
which used the 


full-color posters, 


posters was 
pockets inside the 

A self-mailer, 
full 12 sets of 
and a magazine ad which could use 
only two rows to conform to mag- 
azine size, ‘together on 100+ 
offset cuzamel stock. Each of these 
aiso had the corner imprint in the 
upper right hand corner 

The waste of the four posters that 
had to be cut from the bottom of 
the magazine insert became win- 
dow stickers when the printer sug- 
gested that by applying Kleen- 
Stik to the back of these four the 
deale1 


have a window or 


counter display sticker 


would 


> Both the self-mailer and the mag- 
azine insert required ad copy on 
the back. The same copy could be 


used on each. Due to preplanning 


NO 
PARKING 


WITHIN 


432 
PICAS 


PRINTERS & LITHOGRAP 


di 
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the type was set once for the self- 
mailer which was the full size of 
the 12 poster master plate, and then 
reduced to fit the magazine insert 
size which used only eight of the 
posters. The ad copy for both also 
ran two up for each piece on the 
back of the sheet. 

The extra set of four posters cut 
from a run for the counter card, 
which when trimmed and mounted 
was 1144x114”, were used to form 
a pocket to hold entry blanks 
needed by the dealer in the pro- 
motion. 

A box wrap for the lid of a Tom 
Sawyer shirt box was developed by 
using the full size master plate. 

An extra extension of the orig- 
inal idea, due to preplanning with 
the printer, was the use of the 
colorful reduced TWA posters as 


garment tags. 


>In the beginning the art 
was proportioned so that all ele- 
ments of each illustration would 
fall into proper perspective. This 
also made it possible to use either 
a string or button punch die cut on 
the tags without defacing the pic- 
ture. 


very 


The tags which ran on 10 pt. 
Lusterkote stock acquired 
their own multiple use. Tags had to 
be adapted for: 


cover 


1. Wash and wear garments, 

2. Non wash and wear garments, 
3. A string tag, 

4. Punched for button fastening. 


By imprinting wash and wear on 
all tags and then cutting off that 
copy for non wash and wear, re- 
quirements 1 and 2 were met. 

The preplanning of the art made 
it possible to either string or die 
cut any of the tags without defacing 
the illustration. 


> By tying in with the TWA poster 
advertising, Elder Mfg. Co., not 
only saved the cost of original art- 
work, but also obtained beautiful 
backgrounds for their dealers who 
could secure the full size posters 
and other material from local TWA 
offices. 44 


Plastic Lamination’s 
Advantages Detailed 


A booklet describing the advan- 
tages of plastic lamination and its 
line of instant plastic laminators has 
been issued by General Binding 
Corp., Northbrook, IIl. 

The company points out that plas- 
tic lamination will beautify and pro- 


tect material, give a feeling of im- 
portance to a report, letter or sales 
presentation, and safeguard the va- 
lidity of legal documents by pre- 
venting alteration. 

Uses suggested by the company 
include point-of-purchase material, 
index cards, shop _ instructions, 
drawings and manuals, blueprints, 
ete. 

Copies of the booklet are avail- 
able. 

- for more details circle 401, page 143 


Pre-Printed, Transparent 
Adhesive Film Marketed 


A transparent, adhesive film on 
which all types of title blocks, stand- 
ard parts, wiring diagrams and other 
printed matter used repeatedly on 
drawings, maps, etc. can now be 
quantity printed in advance and ap- 
plied when needed, has been an- 
nounced by Keuffel & Esser Co., 3d 
& Adams Sts., Hoboken, N.J. 

Called Dulseal, it can also be 
purchased in blank sheets and rolls. 

Left untouched for about 24 hours, 
the film’s adhesive sets, forming a 
permanent bond with the paper or 
cloth to which it is applied. The de- 
layed setting action allows material 
to be re-located several hours after 
original application, if necessary. 

It is available in 20 yard rolls of 
various widths and in sheets sized to 


US MAIL 
w 


y . Your nearest 
mail box 

is your 
teller 
window... 


Save by mail 


» & 


Onn hem, euaors i 


YOUR PERSONAL SAVE oF MA 


Tipped by Hand About 650,000 
business reply envelopes were hand- 
tabbed by Millan Mailing Service, Chi- 
cago, for a four-page insert in the ‘’Chi- 
cago Tribune’ for Oak Park Federal 
Savings. The full-color insert was printed 
by Alco-Gravure Corp., Chicago 





It was your secret weapon. Your 
“shooter.” With it, you could hit a marble 
out of the ring at 10 feet. Or clean up the 


whole pot without missing once 
Maybe it 


youl 


wasn't the most colorful in 


collection. But you wouldn't 


taken a What a 


feeling of pride when you saw it smack 


hundred others for it. 


ATLAN 


EASTERN FINE PAPER AND 


Eat; 


have 


into the pile and send them flying. 


You no longer play for marbles. Now 


you! pride is in your work And good 


printing is something to be proud about. 
Good papermaking, too 
Pride. Satisfaction in doing the job 
well. An urge to do it still bette 


The secret weapon we share with you. 


PAPERS 


ORPORATION - BANGOR, ME 





Faster folding with 
ATLANTIC COVER 


ATLANTIC COVER scores well. Folds and refolds without cracking. It is 
surface-sized on both sides for clear, sharp impressions. Printers get easy 


feeding and fast delivery because ATLANTIC COVER lies flat. In bright white 


and eleven sparkling like-sided colors. Antique, Ripple and Deep Etch 
finishes. One is sure to fill your needs. 
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Lithographed on a 52 x 77 Harris 4 color press 30 up at 4,000 
IPH. Color sequence was yellow, red, blue, black. Press plates 
were deep etch aluminum from 175 line screen positives 











order up to 18x24”. Sheets are 
available plain or pre-printed ac- 
cording to individual requirements. 
Dulseal is offered as a mending 
tape in three-quarter inch rolls, 375 
or 125 feet long. 44 


Newspapers Offered 
Food Color Service 


A color advertising service for 
food accounts is being offered to 
newspapers by Newsprint Color 
Services Inc., 852 Bishop Rd., Grosse 
Point Park 30, Mich. 

The service includes the full color 
subscription, four pictorials, eight 
layouts, themes and all atmosphere 
art monthly for each full color ad 
and the same for each spot color 
ad; full color stero mats, duo-tone 
mats, and direct impression curved 
engravings. 44 


Tips to Lithographers 
Using Foil in Booklet 


How-to-do-it information for 
lithographers faced with a printing 
job on aluminum foil is contained in 
a booklet available without charge 
from Anaconda Aluminum Co., 
Louisville, Ky. 

The 20-page booklet includes 
semi-technical information on the 
selection, storage, handling and cut- 
ting of laminated foil stock; the 
proper plates and inks; drying and 
racking of finished work and latest 
developments in inks, coatings and 
foil preparation techniques. 

The booklet’s lithographed cover 
demonstrates the use of transparent 
litho inks on aluminum foil. 

Copies are available on request. 
. for more details circle 402, page 143 


Graphic Art Form Evolved 
By Bernard Brussel-Smith 


Mass circulation publication 
readers will now be able to see 
original color prints exactly as 
created by the artist on a hand 
press in his studio, due to a de- 
velopment by the etcher and en- 
graver, Bernard Brussel-Smith. 

Mr. Smith’s work was done on 
an assignment for the McCann- 
Marschalk Co., and the advertising 
firm’s client, Hartford Fire Insur- 
ance Co. 

To mark the insurance compa- 
ny’s 150th anniversary, the agency 
sought an art style that would 
combine the atmosphere of an- 
tiquity typical of 1810 when the 
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you can be sure 


nae CADILLAC 


PRINTING & LITHOGRAPHING CORP. 
812 West Van Buren Street « Chicago lilinois 
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Here Type Can & Serve You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
























THE DEPTH OF 


P & A personnel 


is a protection to customers. Though all depart- 
ments are adequately staffed, when a vacation or 
an illness causes the absence of a key worker, 
there is always a trained member to take over. 
ELECTROTYPES, NICKELTYPES, MATS, R.O.P. COLOR GLASS MATS, 
THERMOSETTING MAT PATTERNS, AND PLASTIC PRINTING PLATES. 
PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 
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Switch to Lake Shore 


for faster service! 


ELECTROTYPES: 
REILLYTYPES * 


NEWSPAPER MATS 
PLASTIC PLATES 


LAKE SHORE ELECTROTYPE DIVISION 


1224 W. VAN BUREN 


CHICAGO 7, ILL. - 


Skeley 88-1010 
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A TECHNIQUE FOR PRODUCING IDEAS 


Where do the moneymaking ideas 
come from—those ideas which make 
successful novels, radio and tele- 
vision programs, moving pictures, 
sales campaigns and businesses? 

James Webb Young, one of the 
highest paid idea men in the ad- 
vertising business, set out to answer 
this question for his students at the 
University of Chicago. The result 
is a little book which you can read 
in an hour but will remember the 
rest of your life. 

In the simplest and clearest of 
language Mr. Young has succeeded 
in describing the way the mind 


Advertising Requirements 
200 E. Illinois St., 
Chicago 11, Tl. 
Gentlemen: 


Please send me on 10-day money-back guarantee... 
“A Technique for Producing Ideas.” 


Enclosed is $ 


works in all creative people. He 
gives you the for:nula which they 
consciously or unconsciously follow 
in producing ideas. He shows you 
how to train your mind so that idea 
production is, as he says, “as definite 
as the process by which motor cars 
are produced.” 

Enthusiastically endorsed by sales 
managers, editors, college professors 
and students, poets, advertising men, 
salesmen and business executives 
who have read it. Send for your 
copy of A TECHNIQUE FOR PRO- 
DUCING IDEAS now. Only $1.25 
postpaid. 


.copies of 


Hartford Fire Insurance Co. first 
opened for business with the more 
active tempo of today’s business. 

Mr. Brussel-Smith evolved what 
he calls relief etching. According 
to McCann-Marschalk, it repre- 
sents the successful inversion of 
etching intaglio to etching in relief, 
thus making the original art and 
the finished printing plate one and 
the same. The _  photo-engraving 
process is eliminated. Electrotypes 
made from the artist’s original etch- 
ing are indistinguishable from the 
original plates, either by the naked 
eye or under a magnifying glass, the 
agency said. 

Secret of the new technique is 
a special resist developed by Mr 
Brussel-Smith which enables him 
to draw directly on a smooth coppet 
plate either with brush or pen. The 
new resist is acid-proof and im- 
pervious to repeated heatings and 
washings. 

First use of the process was in 
ads in Life and the Saturday Eve- 
ning Post. Prints of the advertise- 
ment, a full-color, two-page spread 
depicting highlights in the history 
of the Hartford firm were to be 
distributed to the company’s 34,000 
agents. a4 


Specimens of Bristol 
Cover in Sample Book 


Samples of Advertisers Bristol 
Cover in different weights and 
shades of white are contained in a 
booklet being offered by Adver- 
tisers Paper Corp., New York. 

The stock is used for postcards, 
folders, tags and covers, the com- 
pany’s literature points out. 

. for more details circle 403, page 143 


Career Opportunities 
Told in TAPP! Brochure 


A manpower recruitment bro- 
chure, “What You Should Know 
About Career Opportunities Of- 
fered by the Pulp and Paper In- 
dustry,” has been issued by the 
Technical Assn. of the Pulp and 
Paper Industry (TAPPI). 

The brochure is aimed at stu- 
dents and technical graduates in 
science and engineering and re- 
lated fields. It outlines career op- 
portunities in what is described as 
the country’s ninth largest man- 
ufacturing industry. 

Requests for copies of the bro- 
chure, 36-pages in three colors, 
should be directed to the Techni- 
cal Assn. of the Pulp and Paper 
Industry, 360 Lexington Av., New 
York 17. a4 





By H. C. Long Jr. 

Director, Bureau of Merchandising 
Armstrong Cork Company 
Lancaster, Pa 


During January 22 mobile show- 
cases of the Armstrong Cork Co. 
moved out of Lancaster, Pa., to 
carry the company’s “Let’s Get 
Rolling” program of merchandis- 
ing ideas to retail flooring dealers 
across the country. By the end of 
the year it is expected that these 
specially designed mobile showcases 
will travel a total of more than 
200,000 miles. 

The idea for this program was 
developed by the Floor Division’s 
Bureau of Merchandising after a 
review of its dealer programs dur- 
ing the past five years. The last 
time we actually visited retail deal- 
ers with a “live” program was in 
1954 when our “Merchandising 
Motorcade”’ a unique auditori- 
um formed by joining two special- 
ly designed tractor-trailers togeth- 
er traveled all over the nation 
giving a refresher course in retail 
selling to more than 20,000 flooring 
dealers. 

Since 1954 we have had a number 
of programs, including “Sellorama” 
— special meetings called by our 
wholesale distributors at which a 
series of special films we produced 


were shown. Against this back- 
ground, we felt a need to tie in 
with the company’s 100th anniver- 
sary in 1960 and we looked into 
the possibilities of holding a single 
large centennial meeting in Lan- 
caster that would be attended by 
all of our retail dealers. 


>» Before we decided to use mobile 
homes designed to our specifica- 
tions, we also discussed a number 
of other ways of reaching our deal- 
ers with a personal program. For 
example, we talked about the pos- 
sibilities of a four-car railroad train 
which would visit every major city. 
We also discussed the possibilities 
of conducting regional merchan- 
dising clinics in each major area of 
the country. 

However, as each idea was fully 
explored, we found they lacked the 
flexibility and opportunity for indi- 
vidual attention that our “Let’s Get 
Rolling” program offered. In the 
fall of 1959, it was decided that we 
would test the idea with one mobile 
showcase in a two-week trial in 
the Norfolk, Va., area. 

This trial was an _ unqualified 
success. Three dealers decided to 
completely remodel their stores, 29 
merchandising display units were 
sold, and one wholesaler salesman 
who had previously sold only one 


“apres 270U * Gas “ sve 


A fleet of 22 trailers 
visited 20,000 dealers 
for Armstrong, to 
train, to merchandise 
and to develop them. 


of these merchandisers sold 22 in 
four days. During this two-week 
trial period, wholesaler salesmen 
who averaged about $1,000 in sales 
a day increased their sales to ap- 
proximately $5,000 a day. 


> As a result, the program was giv- 
en a green light and we launched 
a crash program to complete all 22 
mobile showcases in time for our 
38th Annual Convention of Arm- 
strong Wholesale Distributors held 


Exhibit Interior . . . Both walls of the 
trailer are lined with displays; floor 
and ceiling used Armstrong products, 
and a screen was ready for showing 
films. 
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PRODUCTION 
PROMOTION 
MERCHANDISING 


are made hy 
ADVERTISING 
MANAGEMENT 


And one publication leads 
all other advertising 
publications in coverage 
of this most vital target 
for your sales promotion 
—with far more advertis- 
ing manager circulation 
than is reported by any of 
the five leading general 
advertising publications! 
Get the details today! 
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in Lancaster early in December. 
They were completed and the pro- 
gram was introduced to our whole- 
sale distributors at that time. 

Our decoration and display stu- 
dio, under the direction of John 
Wicks, designed the interiors and 
the exterior decorations. Gardner, 
Robinson, Stierheim and Weis Inc., 
Pittsburgh, built and installed the 
interiors. The mobile showcases 
themselves were constructed by 
New Homes Inc., Alma, 
Mich. and were ordered through 
Rolland Bros. Inc., Reading, Pa. 
Each unit is being pulled by a 1960 
Ford one ton tractor-truck. 


Moon 


> We believe this is the largest and 
most comprehensive program of its 
type ever undertaken in the floor- 
ing industry. This unusual mer- 
chandising program will visit 30,- 
000 retail dealers in every state 
with an individualized sales train- 
ing, merchandising and dealer de- 
velopment program on wheels. 
Each of the company’s whole- 
sale distributors will have one ve- 
hicle for a specified time and will 
schedule individual meetings with 
as many retail dealers he serves as 
possible. The retail dealer will be 
able to tour the trailer while it is 
parked at his own store or at the 
wholesaler’s warehouse. 


> Each mobile showcase is painted 
white with orange and aqua col- 
ored lettering and exterior deco- 
rations. Over-all, including a white 
trailer-truck, each unit is about 
50’ in length, the maximum size 
permitted in all states. The trailers 
are based on regular mobile home 
construction, but with no windows 
or recessed wheel areas. 

Inside, the trailers are furnished 
with Armstrong products. Custom 
designed installations of Vinyl Cor- 
lon form the floor. Sound-condi- 
tioning is provided by the compa- 
ny’s Cushiontone acoustical ceil- 
ings. Walls, floors and roof are 
lined with Fiberglas insulation 
sold by Armstrong. 


> By calling on individual retailers, 
the mobile showcases will make it 
possible for the “Let’s Get Rolling” 
program to concentrate on each 
dealer’s specific problems. The 
trailers are designed to permit free- 
dom to select areas of most inter- 
est and importance to each retail- 
er visiting the unit. 

One section of the interior, for 
example, is devoted to the compa- 
ny’s 1960 flooring advertising plans. 
The information is localized in or- 
der to show each dealer how many 
flooring prospects in his area will 
be reached by this program. 


Still another section is devoted 
to the various facets of business 
management—inventory control, fi- 
nancial management, consumer 
credit programs, job control, han- 
dling of accounts receivable, and 
other areas that will be helpful to 
the individual dealers. 

At the forward end of each trail- 
er is a library or merchandising 
ideas. Publications and films on 
marketing, retail advertising, con- 
sumer credit, and other retailer 
merchandising programs are in- 
cluded. A lounge area, complete 
with coffee-maker, provides a place 
for the retail dealer to talk over 
specific ideas with his wholesaler 
salesman. Films can be shown on a 
pull-down screen located near the 
lounge area. 


> The slogan “Celebrating Our Sec- 
ond Century of Progress” is car- 
ried on the sides of each trailer to 
mark the company’s commemora- 
tion of its hundred anniversary. 

Rounding out the program from 
a practical viewpoint, training units 
of the Company’s 1960 “traveling 
installation school” will follow the 
mobile showcases by about one 
month. Five of these demonstra- 
tion units will be in the field. Each 
will offer one-week courses in re- 
silient flooring installation and will 
supplement the Armstrong home 
installation school in Lancaster. 44 


Do-it-Yourself Kit 
Developed for Exhibits 


A self-contained exhibit with a 
multi-use background and a kit of 
idea materials has been developed 
by Design and 
Alexandria, Va. 

The entire unit weighs just 43 
pounds and is carried in its own alu- 
minum case by one person. It sets 
up in minutes and provides 20 square 
feet of display space. The three 
Masonite pegboard panels measure 
24x32” and are finished in washable 
lacquer in different colors. The pan- 
els are removable and interchange- 
able. The brushed aluminum fram- 
ing strips extend to make legs; top 
framing is extended to make holders 
for the removable Masonite title 
strips. The exhibit opens to a 6-ft 
width and can be arranged as a 
“U,” “Z,” or as a triangle for walk- 
around display. 

A set of cut-out letters, assort- 
ment of mounting fixtures, and a 
display design manual are included 
with the exhibit. Price is $125. The 
unit is illustrated in several posi- 
tions in the D&P folder. 


- for more details circle 411, page 143 
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Plenty of ups and downs 


for this glass exhibit 
-without a single break! 


ie WORLD-WiDe MOVERS 


America’s Most Recommended Mover 


@ To introduce new textures and patterns of structural glass to archi- 
tects, American-Saint Gobain Corporation used Mayflower to put the 
show “on the road.” 


Careful handling was essential for each installation and disas- 
sembly. Pre-scheduled exhibition dates demanded exact timing. The 
same Mayflower van, the same experienced driver, met every require- 
ment on this coast-to-coast tour. 

Mayflower accredited movers helped install it; handled repacking, 
reloading, transportation and on-time delivery! 

Send for illustrated booklet on 17 good reasons why you should 
use Mayflower’s special exhibit moving service. 


AERO MAYFLOWER TRANSIT COMPANY, INC. + INDIANAPOLIS, INDIANA 
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Typical Crowds . 


. « The Columbus Health Fair attracted 110,- 
000 people in a five-day run, based on public interest, an ac 


+ 


Fiowy to Make 


te 


cepted sponsor and a well-coordinated promotion plan. Both 
adults and children came to see the non-commercial exhibits 


Fiealth Popular 


A show that attracts 110,000 people in a five-day period, in 
spite of a newspaper strike, is worth studying as an exam- 
ple in professional promotion and organization. 


By Roger D. Bonham 


Speaking of the gigantic health 
fair staged in Columbus, Ohio, last 
spring, a local television executive 
remarked: 

“The medics turned out to be as 
good showmen as those of us in the 
communications field.” 

What he said was _ indubitably 
true. The physicians of the Colum- 
bus Academy of Medicine, who 
sponsored the fair along with a 
group of allied health agencies, had 
proved superior showmen. 


> The health fair was by far the 
biggest such event that Columbus 
had ever seen. During the five- 
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day fair more than 110,000 persons 
flowed through the cavernous halls 
of the Veterans Memorial Building 
to view the 80 exhibits. 

On the final day 50,000 persons 
crowded through the aisles, and by 
4 pm a plea had gone out via radio 
and television asking that those 
planning to come stay home. Even 
at that, nearly 10,000 had to be 
turned away. 

But what the television execu- 
tive did not know, or had over- 
looked, was also true—that the 
physicians were guided and coun- 
seled in their organizational and 
promotional efforts by two skilled 
public relations men. 

The fact that the public relations 


men’s work was not generally 
known was, for them, a measure of 
success. For throughout their many 
months of work, their aim was to 
make the physicians feel that the 
health fair was theirs, that its suc- 
cess or failure depended upon them. 


> The public relations men were 
W. “Bill” Webb and John W. Mor- 
rison. Mr. Webb is executive secre- 
tary of the Columbus Academy of 
Medicine, and he thinks of himself 
as a “medical public relations man.” 
His chief responsibilities were in 
fair organization and handling of 
direct media contacts. 

Mr. Morrison is an assistant chief 
of the Ohio Department of Health’s 
Division of Health Education, in 
charge of creative services. His ex- 
perience is in publicity and the 
preparation of creative materials. 

When the idea’ for the health fair 
was first suggested—nearly two 
years before it opened—Mr. Webb 





was asked to study the health fair 
experiences of three other U. S. 
cities: Los Angeles, Cincinnati, and 
Miami. 

He reviewed reports about the 
cities’ fairs, and personally attended 
the Cincinnati fair. He also dis- 
cussed the health fair idea with 
George Larson, then in charge of 
the American Medical Assn.’s Bu- 
reau of Exhibits. As a result of this 
survey he was able to make sug- 
gestions that helped account for the 
fair’s ultimate success. 


> The fair, the Academy decided, 
would be strictly non-commercial; 
no admission would be charged; 
and all information purveyed would 
be screened by the _ physicians. 
These factors served to make the 
fair unique. 
The objectives would be: 


1. To dispense medical information 
in an informative and ethical man- 
ner. 


2. To attract more persons into 
employment in the fields of medi- 
cine, health, research, and science. 


3. To inspire more young people 
to train themselves for a vocation 
in medicine and allied fields. 


In order to finance the fair, each 
of the 900-odd Academy members 
was assessed $15. This money went 
to a special educational foundation 
under which the health fair com- 
mittee operated. Mr. Webb was ap- 
pointed managing director of the 
fair project. 


> It was at this point that Mr. Mor- 
rison was offered the task of pub- 
licizing the fair. He was chosen be- 
cause of his experience in “visualiz- 
ing” health information for public 
consumption and because he knew 
how to deal with medical-profes- 
sional people. 

He was able to take on the task 
only on a part-time basis—which 
meant that most of the leg-work 


Popular Exhibit 
Mock-up of operating 
room was one ina 
series of exhibits 
which took a visitor 
through all steps of 
hospitalization 


would fall to the Academy mem- 
bers themselves. 

His first task, he felt, was to draw 
up a schedule of publicity. Never 
having taken on such a full-scale 
project before, he had perused a 
textbook on public relations, and 
this is what the author advised. He 
dutifully prepared the schedule. 

The Academy committee flatly 
rejected it. The schedule was too 
ambitious, they argued; and be- 
sides, “we don’t believe publicity 
can be tightly regulated.” 


> Only slightly daunted, Mr. Mor- 
rison set down a less ambitious, 
more flexible schedule. Then he be- 
gan casting about for an identify- 
ing theme, slogan, or symbol for 
unifying his promotion. His first 
thought was to use something like 
“Heigh ho! Come to the Health 
Fair!” But this would not do, for the 
fair was to be a “sober, factual 
presentation.” Yet the theme had to 
be attractive. 

In his advance information, he 
found that the exhibit committee 
had arranged for three special dis- 
plays. The first was a complete hos- 
pital corridor, taking a viewer from 
admission, through treatment of 
many types, to discharge. 

The second was an exhibit en- 
titled “Life Begins,’ which illus- 
trated the anatomy connected with 
conception and childbirth. 

But it was the third exhibit that 
was destined to become star of the 
health fair. She was June, a $25,000 
plastic model of a young woman 
whose organs lighted in sequence 
as they were explained by way of 
a tape-recorded commentary. 

June became the symbol of the 
health fair, and she appeared on 
all the leaflets, placards, and out- 
door posters. 


> But before the publicity campaign 
was begun in earnest, a press con- 
ference was held, to explain the 
project to the media people. Repre- 
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Here's Your Source 


Clock Movements 
For INDOOR SIGNS 


Sell signs with clocks in quantities to bak- 
eries, dairies, breweries, beverage compa- 
nies, ice cream and other manufacturers 
that sell through dealers. Point of sale 
signs with CLOCKS are always popular 
and are big traffic builders. 

You produce the signs out of any suitable 
material and easily install the self-startin 
LANSHIRE clock fitups. Get into this vol- 
ume business! Lanshire precision fitups are 
ready to mount. Completely enclosed units 
that require no attention, 110 V. 60 C 
A.C. Also other models. 1 year factory 
guarantee. U/L approved. 


Send for Technical Specifications and 
Prices 
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CLOCK & INSTRUMENT CORP. 


America's Oldest Producers of 
Electric Clock Movements Exclusively 


7548-58 S. Loomis Bivd. 
CHICAGO 20 Phone AB 4-5800 
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Gives Graphic Picture of Your Operations— 
Spotlighted by Color 


Facts at a glance — Saves Time, Saves 
Money, Prevents Errors 


Simple to operate — Type or Write on 
Cards, Snap in Grooves 


Ideal for Production, Traffic, 
Scheduling, Sales, Etc. 


Made of Metal. Compact and Attractive. 
Over 500,000 in Use 


Complete price *49°° including cards 


Inventory, 


24-PAGE BOOKLET NO. R-200 
Without Obligation 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


Yanceyville, North Carolina 
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WHAT KIND OF VISUAL SALES 
JOB DO YOU HAVE IN MIND? 


We have automatic 
projectors for point 
of sale and trade 
We have 

desk top viewers for 
both slides and film strips — with or 
without sound, designed with your 
salesmen in mind. 


shows. 


For information, write Dept. a-4 
TEL-A-STORY, INC., Davenport, lowa 
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CONSTRUCTION PAPER 


isual ALPHABETS 
letters 


2,3 &4 INCH SIZES * 10 COLORS 


A quality product by the makers of STIK-A-LETTER 
Write for FREE samples & literature 


Stik-a-letter Co. at. 2, Box 1400, Escondido, calif. 
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Tough, permanent, waterproof Vinyl Plastic 
— applied without water under all 
weather conditions. Write for free 
samples and estimate — TODAY! 


MULTI-COLOR PROCESS COMPANY 
317-25 SO. QUINCY + TULSA, OKLAHOMA 


NEW becaie 


Permanent type tough “Vinyi” 
applied in seconds without water. Saves labor; no 
curling in storage. MADE TO YOUR SPECIFI- 
CATIONS... lettering, numbers, your trademark, 
Send now for FREE SAMPLES and estimate. 


SCREEN PROCESS PRINTING CO. , P.0.80x 948, Wichital Kansas 





BUY DIRECT 
FROM FACTORY AND SAVE! 
ON TOP QUALITY—ADVERTISING 


00) MIN.1M 
¢ 20 (ren) { INCLUDES 4.LINES of PRINTING 
*)) WRITE FOR CATALOGS PRICE LIST 
OrecRarTr MFG. COMPANY 
4630 HATFIELD, PGH.1,PA- 
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Keynoter 

Juno, the transparent 
woman, was used as 
promotion theme 


sentatives of the press, radio, and 
television were invited. 

Mr. Morrison wrote a “for your 
information” release and distributed 
it to everyone attending. Those who 
couldn’t be there received a copy 
through the mail. In keeping with 
the publicity men’s policy, a physi- 
cian publicity chairman, rather than 
Mr. Webb or Mr. Morrison, outlined 
the health fair plan to the group. 

All three daily newspapers car- 
ried an announcement story about 
the coming fair, and one or two edi- 
torials were published speaking 
warmly of the promise the event 


held. 


> In the early publicity, much was 
made of Juno. There are only ten 
Junos in the world, and the only 
one available was in the Dominican 
Republic. But Dictator Trujillo’s 
government played hard to get, and 
the negotiations reached the stage 
of international intrigue, involving 
a senator, cablegrams, and the U. S. 
State Department. The newspapers 
loved it. 

As opening day neared (the fair 
was scheduled for March 25-29), 
publicity was stepped up in the 
newspapers; radio and_ television 
carried spot announcements; and 
Academy members began to appear 
on interview programs. 


> Then a thing happened that is the 
bane of all public relations men— 
the three daily newspapers went on 
strike. As union negotiations began, 
it became clear there would be no 
newspapers for several days, and 
opening day was less than two 
weeks off. 

Adapting to the situation, Mr. 
Morrison released his stories to the 
Columbus Daily News, a tabloid that 
was presently published by the 
Newspaper Guild. He also continued 
sending releases to the newspapers 
for two reasons: first, when the pa- 
papers began operating again, the 
stories would perhaps appear in at 
least summary form; second, certain 


of the newspapers were affiliated 
with television stations, and their 
reporters appeared on news pro- 
grams. 

In addition, more of the health 
fair stories were channeled to the 
neighborhood weeklies than might 
otherwise have been. And mailings 
went out to all other newspapers 
within a 50-mile radius of the 
news-becalmed city. 

In the meantime, all other pro- 
motional activities went off as plan- 
ned. Leaflets in one color were 
printed and distributed. The same 
for posters. And the cooperating 
health agencies began spreading 
word about the coming fair through 
their own channels. The pharma- 
cists, for instance, slipped a leaflet 
into each prescription package. 


> In due course the strike was set- 
tled, and newspaper editors began 
running pages of news summary. 
But on the Sunday of March 15, 
there was only token news of the 
health fair. 

Throughout the campaign, Mr. 
Webb and Mr. Morrison had at- 
tended nearly 25 separate commit- 
tee meetings, and now in one of the 
final publicity committee meetings, 
a physician began to worry aloud. 

“What’s happening?” he ‘asked. 
“Why aren’t they giving us cover- 
age? Unless something is done this 
whole affair will fail. Whom can we 
contact to get some action?” 

But Mr. Morrison counseled pa- 
tience. He told the committee: “The 
newspapers are catching up on their 
back news. They’ve promised to go 
all the way for us, and I believe that 
on the 22nd we'll have full cover- 
age.” The committee agreed to sit 
tight, but with some misgivings. 

He was right. On the 22nd, the 
newspapers devoted columns to the 
health fair, and published a floor 
plan of the fair. From that point on, 
the media took over, and word of 
the fair spread through newspapers, 
radio, television, posters, and other 
sources. 


> Word-of-mouth advertising began 
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This is International Paper’s 
Saratoga Coated Book 


(the ideal paper for volume printing) wen race » 





What you should know about SARATOGA COATED BOOK 


—the latest member of International Paper’s first family of fine papers. 


VARATOGA Coated Book is a machine- 
S coated | tterpress pape that is ideal 
for volume production of color work. 
Phis insert demonstrates the striking re- 
sults that are possible. In glowing full 
color. Intense black and white. 

Its high bulk for weight ratio provides 
an extra cushion for in register impres- 


s1ons on modern high speed presses. 


This papers high opacity assures no 
show through even on light weights. 
New Saratoga Coated Book performs 
equally well on high speed web press 
and conventional sheet fed equipment. 
It has a uniformly level surface for fine 
halftone reproduction. As this insert 
shows, it takes gloss inks perfectly. You 


can recommend it tor direct mail recipe 


books. stuffers. travel and resort folders, 
programs, catalogs—anv letterpress job 
that must combine quality with economy 

Ask your paper merchant for samples 
of International Paper’s New Saratoga 
Coated Book. He'll also be glad to give 
vou information about the many other 
printing grades in International Paper's 
first family of fine papers. 


Fine Paper Division INTERNATIONAL PAPER New York 17, N. Y. 
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to play a big part. A preview was 
held, attended by an invited list of 
government officials, Academy 
members, school teachers and ad- 
ministrators, dentists, pharmacists, 
service club officers, and media rep- 
resentatives. These people 
saw, were impressed; 
home to tell others. 

(This event was not publicized 
beforehand. It was feared the public 
would get the idea the health fair 
was an exclusive affair, to which 
you had to be invited.) 

On the opening morning of the 
fair, eighth graders from the city 
and county schools were treated to 
conducted tours of the exhibits. In 
all, about 12,000 visited the fair. 
They, too, went home and per- 
suaded parents to take them again. 
One of the entrance requirements 
was that children under 14 had to 
be accompanied by an adult. 


came, 
and went 


» When these youngsters went back 
to school, they had an opportunity 
to write an essay about their visit 
to the health fair. Each exhibit at 
the fair was staffed by a physician, 
or other appropriate professional 
person, and one young lady wrote 
that “the exhibitionists seemed to 
know what they were talking 
about.” 

But another, less diplomatic, re- 
marked that “the doctors in attend- 
ance explained things as well as 
they could.” 

Another youngster wrote: “The 
life begins exhibit was sort of hard 
to believe because I sort of doubt if 
anyone could ever be that small.” 

A young fifth-grade boy, how- 


Fa Stairwell Exhibit . . 


ever, was a bounce ahead of the 
editorial writers when he wrote: 
“Another health fair please! We 
couldn’t even get in this one.” 


> The day after the fair, the Colum- 
bus Dispatch in praising the fair 
said editorially: “It would seem 
advisable that the Columbus Acad- 
emy of Medicine give serious 
thought to making it an annual 
affair.” 

From another quarter came a 
suggestion that a permanent health 
museum be established. The Acad- 
emy, tired but pleased over the suc- 
cess of their fair, took both sugges- 
tions under advisement. 

There can be no doubt the health 
fair achieved the Academy’s stated 
objectives. In addition, the following 
public relations benefits accrued: 


e The public was convinced the 
medical profession and their profes- 
sional brethren were interested in 
the community and the people who 
live in it. 


e By working together, the physi- 
cians became a more solidly united 
Academy than ever. About 80% of 
the 900-plus physicans worked on 
the health fair. 


e The Academy and the allied 
health groups became more closely 
united. 


@ The Academy and the media peo- 
ple gained a new respect for their 
respective roles. 


All of this was accomplished by 
the physicians themselves, with the 
help of two public relations men. 44 


. Weight and time problems for unusual exhibit in stairwell of 


& Borg-Warner’s Chicago showroom were solved by use of Fomecor. New material, of 
fas, foamed plastic between two sheets of St. Regis kraft, is lightweight and rigid 
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Should Last Year’s Exhibit 
Be Styled or Sacked? 


Since old exhibits don’t die or 
fade away, display managers are 
often puzzled as to what to do with 
them for future exhibit plans. If 
they have not become obsolete be- 
cause of exposure, the question is 
should they be refurbished or re- 
placed. 

An aid to this problem is avail- 
able in an “Exhibit Evaluation” 
card available from Gardner, Rob- 
inson, Stierheim & Weis Inc. De- 
signed in the form of a wall chart, 
the checklist contains such ques- 
tions as: 


e Was your present exhibit cus- 
tom-made for a_ highly-specialized 
audience? The appeal used for 
chemists will not suit the architect. 


® Does your exhibit crystallize 
your current selling theme—your 
corporate image? 


® Does your exhibit sell the new 
applications of your product? 


GRS&W also points out in the 
card that an exhibit may be so in- 
flexible in design it may prevent 
proper display of a new product or 
new feature of an existing product. 

. for more details circle 421, page 143 


New Material Saves 
Both Weight and Time 


A new material saved more than 
250 pounds in weight, and per- 
mitted an installation crew to be 
cut to two men from the normal 
six. 

The exhibit was designed to go 
in a stair-well in Borg-Warner’s 
showroom on Chicago’s Michigan 
Av. Standing 20’ high, 8x4’ in floor 
area, and designed to stand on a 
turntable, weight became a _ vital 
factor. 

To lick this problem, Gardner 
Displays, Chicago, designer and 
builder of the display, turned to 
Fomecor, a product developed 
through the cooperation of St. Regis 
Paper Co. and Monsanto Chemical 
Co. Monsanto contributed the 
foamed plastic, which is  sand- 
wiched between two sheets of St. 
Regis kraft. The resulting product, 
the company claims, has the rigidity 
of standard materials outweighing 
it several times. It is easy to fabri- 
cate on standard equipment, and 
presents no problems in the shop. 

More information can be obtained 
from the manufacturer, FomeCor 
Corp., 812 Monsanto Av., Spring- 
field 2, Mass. 44 


April 1960 + @y - 113 





Heftler Exhibit Hall 


Fla hows prospective 


Unusual exhibit at Howell Park development near Orlando, 


buyers how Heftler houses are built. Center shows cut-away of 


roof construction; left, typical wall construction, step-by-step; farther on, part of the 


conditioning; left rear, partition cut-away showing plumbing pipe installation 


Don’t Tell 'em, Show ’em.... 


Inner Construction 


Exhibit 


By Edward G. Dickson 


A step-by-step construction ex- 
hibit, planned and 
prepared, is helping to sell homes 
for the Heftler Construction Co. in 
its new Howell Park homes de- 
velopment near Orlando, Fla. 

At this new development, where 


painstakingly 


5,000 homes are projected, are the 
usual model homes. But, in addi- 
tion, the Heftler organization has 
built, adjacent to the sales office, 
a spacious exhibit hall where it 
displays all of the construction steps 
and the materials and equipment 
which go into these new homes. 


>’ The displays serve a number of 
purposes. The prospective buyer 
can be “pre-sold” to an extent on 
the new homes by a tour through 
the exhibit hall, where an attend- 
ant is always on duty to answer 
questions. He can be “convinced” 
with greater ease if he tours the 
exhibit hall after visiting the model 
homes. 

The exhibit reduces and renders 
more effective the time which the 
salesman must spend in answering 
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questions about construction meth- 
ods, appliances and other equip- 
ment. It serves to point out, in 
graphic form, some of the features 
which the average prospect might 
pass by on an inspection of model 
homes or might overlook because 
of his lack of knowledge of actual 
building techniques 


> Extensive use of cutaway displays 
is the most effective tool of this 
exhibit. 

For example, there is“a cutaway 
of the roof construction. There, each 
step in building the roof is depicted 
with an actual showing of the ma- 
terials used. An explanatory sign, 
outlining each of the steps, uses 
various colored ribbons to stretch 
to the actual display of each step 
thus labelled. 

The floor construction exhibit, to 
take another example, shows a cut- 
away of the floor slab, with each 
step illustrated by the actual ma- 
terials. Shown are the vapor bar- 
rier, the reinforcing steel mesh, the 
concrete slab, the terrazzo base, and 
the unpolished and then polished 
terrazzo. 


Appliances are shown in com- 
plete and cutaway models, with 
information on their capabilities and 
qualities. 


> This method of explanatory sales- 
manship was given at least partial 
credit by the Heftler organization 
for the sale of more than 100 homes 
in the Howell Park Development in 
less than a month after the project 
was opened. a4 


Oldtime Ad Collection 
Displayed in New York 


A cross-section of 19th century 
advertising art made its New York 
debut recently when it was placed 
on display in the main office of the 
century-old Dime Savings Bank, 
Brooklyn, N.Y. 

Collected 
Congress 


from the Library of 
from material sent in for 
copyright between 1837 and 1876 
the collection was assembled and 
loaned to the bank by the Smith- 
sonian Institution. 

Many of the 73 items in the ex- 
hibit are lithographed in color, and 
of particular interest was the ad 
praising the benefits to be achieved 
by indulging in “Old Sachem Bitters 
and Wigwam Tonic.” This ad was 
produced in 1859, the same year the 
Dime Savings Bank of Brooklyn 
was established. 

A poster produced in 1858 pro- 
claims the introduction of machine- 
made bread. Another features a 
drawing of the Brooklyn Bridge in 
an Empire Sewing Machine ad. This 
was printed in 1870, 14 years before 
the bridge was opened. 44 
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Same Old Pitch . . . Example of oldtime 
advertising art shows use of testimonial 
and snob appeal similar to some of to- 
day's ads. 1869 ad is part of 19th cen- 
tury exhibition loaned to Dime Savings 
Bank by Smithsonian Institution. 
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Choose an EAGLE-A TROJAN BOND PAPER 


TROJAN BOND COCKLE FINISH » TROJAN BOND OPAQUE + TROJAN LAID + TROJAN BOND SMOOTH VELLUM 


To get the right bond paper for every job, specify an Eagle-A Trojan Bond paper every time! The Eagle-A 
Trojan group of 25% cotton fiber bond papers offers you a choice of finishes — ideal for letterpress, lithography 
and raised printing. Every Trojan Bond paper has a fine appearance and good printing, typing and erasing 
qualities. They’re all available in standard weights and sizes in sparkling whites — and Trojan Bond Cockle 
Finish comes in attractive colors, too. Here’s your best 
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| decided that an early morning light 
would be just the right lighting, and 
arranged to take the pictures at 9 a.m 
| then called the publicity department 
of the Shoreham Hotel and got permis- 
sion to go up to the roof. Fortunately, 
the hotel was situated in a perfect po- 
sition both in distance and in relation 
to the direction of light to get the pic- 


tures.’ 


Vic Amato 
Washington 


116 ¢@ Art & Photography 


How We Got the Photo 


“This lighthouse is situated in a re- 
mote part of the Island of Maui 

a really rugged place where the wind 
blows up to 45 miles per hour and 
more. It was a dreary over-cast day 
when | arrived there. 

“The picture was taken from the top 
of the beacon light, but | didn’t man- 
age to get a picture of myself up there, 
hanging on against the wind.” 

Bob Ebert 


Honolulu 





Number 21 in a Series 


Elevation seemed to be the main prob 
lem photographing the roof of the Medi 
cal Arts Building 

‘| noticed a van type truck parked 
across the street from the _ building 
After talking to the driver, he coop 
erated in letting me stand on top of the 
truck to take the pictures. The driver 
moved it in different positions so | 
could get the shots of the roof from 
different angles 


John Kelly 
Wilmington, N. C. 


W hen the Philip Carey Mfg. Co., Cincinnati, wanted to get 
photographs of its products in use, Sales Promotion Manager John 
C. Thomas was faced with a double problem. 

For Carey makes, among other things, shingles for roofing, 
which was the specific item involved. Now shingles are generally 
placed on roofs, and roofs are generally on the tops of buildings, 
above eye level. 

In addition, it wanted installations from many parts of the 
country, and that stretched from New England to Hawaii. 

A further difficulty was that Carey did not want just a picture 
of a roof. For that, it could more easily have built mock-ups in its 
factory. It wanted the roof shown attached to a building, with 
enough of the building and its surroundings shown to indicate the 
quality of the installation. 

To get these pictures, Mr. Thomas turned to Sickles Photo-Re- 
porting Service, Maplewood, N. J., which sent the assignment to 
its field photographers. 

The challenge was met. It often took ingenuity, and no little 
hazard, but the photographs were obtained. And of particular in- 
terest are the personal reports of some of the photographers in- 
volved, telling—and showing—some of the ways they devised to 
come up with the picture. 44 


“This home was set far back from the 
road. | needed to get to an elevated 
position to shoot the picture looking 
down on roof. No spot was available 
except a utility pole directly across the 
street from the house 

“Luckily, the pole had steel rungs 
on it. | managed to climb up the pole 
with a small camera and take the photo. 
| had to use a small camera because | 
couldn’t get my arms around the pole 
to use a larger camera.” 
Emil Cizacky 
Maplewood, N. J. 


-. continued on page 118 
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Let's Celebrate 


“IDEA” LETTERHEADS 
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SEND FOR FREE CATALOG 
IDEA ART 


309 Fifth Avenue, New York 16 


aa. 


ART SERVICE 


There are many clip art catalogs available, 
but ONLY ONE complete art and layout 
service. ideas alone in each monthly issue 
are worth many times the small cost. From 
the smallest printers to the largest concerns 
such as Prudential, General Motors, etc. have 
been Clipper subscribers for many years. 


_ to cover cost 
of packing and 
mailing will 
bring you — 


— The Complete Current Issue 


single current issues normally sell for $20.00. 
The complete issue, yours to use, can make 
you hundreds of extra dollars! in addition to 
the current issue you will receive an unusual, 
attractive, introductory offer. No obligation. 
No salesman. Attach one dollar to letterhead 
and mail today to Multi-Ad Services, Inc., 
126 Walnut Street, Peoria, Illinois. 


Attention 
getters: 


MACK'S 
**MOPPETS”’ 


Hundreds available. 
Exclusive use. 
Low priced. 

Write your needs 

, and request samples. 


DOUGLAS MACK 


These Commercials drive me 1550 Church St., 
crazy til | remember they San Francisco 14 
keep me eating Phone: MI 7-5377 


ACCURATE/ LOW IN COST/ 


GEM Color—TOP QUALITY letter- 
press printing ot LOW COST for 
runs of 100 to 10,000. Reproduced 
from Ektachrome or art copy. All 
jobs color proofed. DELIVERY in 2-3 
WEEKS, Free samples. 


of Mduauke, Sue. 


MILWAUKEE 4 WIS 


Put Bounce in your Bulletins ! 5000 pro- 
fessional repro proofs sent to you now. 

800 all-new proofs in spiral-bound Annual 
each year. B. F. Goodrich, Genera! Mills use 
‘em. Limited number Licensees each city. Free 
folder to recog. agencies and National Advtsrs. 


¢ 
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When | went to look at 
house | knew right then that | must 
find me way to get in the air, other 
than trees or step ladders 

| remembered seeing a skyworker 
truck being used by the Niagara Mo- 
hawk Power Corp. to trim trees away 
from their line It was impossible t 
rent one f them, but they suggested 
| contact an independent electric com- 
pany 

| called the town of Depew and 
was referred to Mr. Raymond Stiegler, 
owner and operator of the Lancaster 
Tree Experts, whom | arranged to meet 
on the job 

Most of these pictures were taken 
between 35 and 50’ from the ground 
There was a fair wind when | worked, 
but that was not the largest problem 
When the bucket is near full extension, 


the slightest movement on my _ part 
would set the bucket in motion. | had 
to remain motionless for at least two 
minutes before the bucket would stop 
moving. 

“This happened for each exposure, 
and | took six exposures of each view 
Each time | had to move to a new po- 
sition, | had to be lowered and to leave 
the bucket. | was glad of this, because 
| became very cramped. | used a 4x5 
view camera on a floating action tripod 
and there wasn’t much room left for 


me 


Glenn Childs 
Williamsville, N. Y. 





‘In making photographs of the roof of 
the Central Church of Christ, we needed 
elevation. The only tall building nearby 
was across the street, but the view was 
blocked by tall trees 

“The front of the church was also 
bordered by tall trees, eliminating the 
use of a van or lift truck. The side was 
open and good for photographs, but 
was enclosed by an 8’ fence with only 
a walk-in gate. 

“The only solution was a stepladder 
A 20’ stepladder did not give us as 
much elevation as we would have liked 
to have had, but since it was the tallest 
we could find, we had to make it do.” 
Joe Winters 
Birmingham, Ala. 


Flin 


“As the Waltham Wires Dept. truck 
blocked one lane of traffic, cars began 
to slow down as they passed to note 
the ‘funny man’ up on the ladder. Pretty 
soon, children on the way home from 
school gathered around the truck and 
shouted out, ‘Are these pictures going 
to be in the paper?’ 

“Up on the ladder | was having my 
difficulty shooting between the power 
wires. Before | went up the ladder, the 
wiremen assured me that there was no 
danger of being hurt. | was still a little 
apprehensive, Accidentally | 
touched one of the wires and to my sur- 
prise, there was no shock 

“Meanwhile, my associate, who was 
taking my picture as | worked, was 
running around below me, shooting pic- 
tures from various angles. 


however 


Every now 
and then he would yell and ask me to 
‘hold it.’ 

“The most difficult part of taking 
pictures from such a height is getting 
a steady grip on the camera. As the 
angle of the ladder was greater than 
45°, you felt that you would soon be 
sliding backwards down the rungs.” 


Wright Langley Jr. 
Boston 


GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 
ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


8x10 GLOSSY PHOTOS 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 
Commercial Photographers 


116-118 W. Ohio St, * Chicago 10, Illinois 
Dept. A-4 @_ Telephone: Michigan 2-5651 


Here's a partial list of Companies which used Woodcut 
Artwork in their 1959 advertising: LIBBY, McNEILL & LIBBY 
PLYMOUTH DIVISION OF CHRYSLER CORP... . THE 
FIRESTONE TIRE & RUBBER CO... . JOHNSON MOTORS 
... SWIFT & CO. ... BAUSCH & LOMB OPTICAL CO.... 
THE PARKER PEN CO... . INTERNATIONAL HARVESTER 
CO... . WILLIAM WRIGLEY JR., CO. . . . STROMBERG- 
CARLSON CO... .EKCO-ALCOA CONTAINERS, INC... 
SEAGRAM.-DISTILLERS CO... . A. B. DICK CO. and by 
the following Advertising Agencies: Mc CANN-ERICKSON, 
INC. ... BROOKE, SMITH, FRENCH & DORRANCE, INC.... 
BATTEN, BARTON, DURSTINE & OSBORN, INC... . J. 
WALTER THOMPSON CO. ...N. W. AYER & SON, 
INC... . TATHAM-LAIRD, INC. and many, many others 


WOODCUT 


Write for free literature today. 
THE SANDER WOOD ENGRAVING COMPANY, INC. 
Dept. D, $42 South Dearborn Street 
Chicago 5, Illinois HArrison 7-2082 


AR's 22,000 Circula- 
tion is Hand-Picked 


for Buying Power 


Nowhere else can you get such 


coverage, so carefully tailored 
and so precisely directed to buy- 
ers of advertising services, mate- 


rials, equipment supplies. 


Get in AR! 
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RK. for Art Files 


In the past our agency, like many 
another, has had its moments of art 
file foul-ups. But 
recently! 


Here’s a system one agen- 
cy has developed that has 
saved hours in hunting for 
that elusive artwork. 


By Esther M. Harris 

Art Director 

Doyle, Kitchen & McCormick Inc 
New York 


The care and feeding of art files 
is a traditional headache to art and 
production people alike. There’s a 
reason. A little neglect can cause 
a big, big mess. In fact, the mess can 
be large enough to make AEs shud- 
der when a client asks for a piece 
of artwork. Too often such a re- 
quest triggers a miserable chain of 
buck passing, frayed tempers and 
a frustrating waste of time all 
around. 
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praises be—not 


> Here’s why. For two years now 
we have been caring for and feed- 
ing our illustration files according 
to a practically fool-proof formula. 
It may seem rather complicated as 
I describe it. Yet when we compare 
it with agonizing hours of fruitless 
searching for drawings and photo- 
graphs, we feel that it has paid off. 

Under our system, every piece 
of artwork is photographed with 
a Polaroid camera before it leaves 
the art department for production. 
Then upon its return from the en- 
graver or printer, it is filed nu- 
merically by client and according 
to size in large and medium sized 
heavy red manila envelopes and in 
legal and letter size vertical metal 
files. It is stamped on the back with 
a number and letter designating the 
size envelope or file. 


STORAGE SPACE 
FOR ART TO BE FILED, 


FILM, LIGHTS, ETC. 


Work Space . This convenient 
stand is all that is needed for a 
studio to make the filing system 
described here workable. 


» As each envelope becomes com- 
fortably full, a new one is started 
and the file numbers indicated on 
each. For instance, a line of large 
envelopes (20x25’) are marked: 


(Client’s name) 
A 
1-19 
(Client's name) 
A 
20-35 


etc. Medium sized envelopes (16x 
20’) are marked B. Legal sized 
vertical files (10x15) are marked 
C and letter sized (91%x12”) are 
D. Vendors are requested, via a 
mimeographed form attached to 
purchase orders, to submit all art- 
work in one of the above sizes 
whenever possible. 

The Polaroid shots themselves 
are kept in 3x5” card files broken 
down by client, division, product, 
etc., depending upon the individual 
account. The corresponding art file 
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CAST COATED PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY 
HAMILTON OHIO 


Number Fifty in a series of textural studies designed to show the quality 
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of reproduction possible with fine materials 





WPION. papERS 


~ 
= VS _ 


t 


OO 
APIO papers 


~ ™ 
™ QAANPION, papens = Aneto? 
~ , --_ ~ 


PARADE OF CHAMPION MERCHANTS 


QUALITY HOUSES THAT OFFER A QUALITY LINE OF PAPER 


ALABAMA 


The Whitaker Paper Co. 
The Partin Paper Co. 
W.H. Atkinson Fine Papers 


ARIZONA 


Biake, Moffitt & Towne 
Butler Paper Company 
Blake, Moffitt & Towne 


ARKANSAS 
Roach Paper Co. 


CALIFORNIA 


Blake, Moffitt & Towne 
Blake, Moffitt & Townet 
Carpenter Paper Company! 

Bicke, Moffitt & Towne 

Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Carpenter Paper Company? 

Blake, Moffitt & Towne 

Blake, Moffitt & Towne 


COLORADO 


Carpenter Paper Co.” 
Graham Paper Co 


CONNECTICUT 


John Carter & Co., Inc 
John Carter & Co., Inc. 


DELAWARE 
Whiting-Patterson Co., Inc 


DISTRICT OF COLUMBIA 
The Whitaker Paper Co 


FLORIDA 


The Jacksonville Paper Co./ 
The Everglade Paper Co. 
The Central Paper Co 

The Capital Paper Co. 

The Tampa Paper Co. 


GEORGIA 


The Whitaker Paper Co. 
The Macon Paper Co 
The Atlantic Paper Co. 


IDAHO 
Blake, Moffitt & Towne 


ILLINOIS 


Bradner Smith & Company*! 
Dwight Brothers Paper Co.}! 
Parker, Schmidt & Tucker Paper Co 
Charles W. Williams & Co.* 
Decatur Paper House, Inc 
Peoria Paper House, Inc 
Irwin Paper Co 
C. J. Duffey Paper Co 
INDIANA 


The Millcraft Paper Co 
indiana Paper Co., Inc 


IOWA 


Carpenter Paper Co 
Pratt Paper Co. 


Carpenter Paper Co. 


KANSAS 


Carpenter Paper Co. 
Southwest Paper Co. 


KENTUCKY 
The Rowland Paper Co., Inc. 


LOUISIANA 
The D & W Paper Co., Inc. 


MAINE 
John Carter & Co., Inc. 


MARYLAND 


Garrett-Buchanan Co. 
The Whitaker Paper Co. 


MASSACHUSETTS 


John Carter & Co., Inc. 
The K. E. Tozier Co.* 

John Carter & Co., Inc. 
John Carter & Co., Inc 


MICHIGAN 


The Whitaker Paper Co 
Central Michigan Paper Co 


MINNESOTA 


C. J. Duffey Paper Co. 
Inter-City Paper Co. 
C. J. Duffey Paper Co. 
Inter-City Paper Co. 


MISSISSIPPI 


Jackson Paper Co. 
Newell Paper Co. 


MISSOURI 


Carpenter Paper Co. 
Midwestern Paper Company! 
Wertgame Paper Co. 
Acme Paper Co. 
Shaughnessy -Kniep-Hawe 
Paper Co. 


MONTANA 


Carpenter Paper Co 
Carpenter Paper Co 
Carpenter Paper Co. 


NEBRASKA 


Carpenter Paper Co 
Carpenter Paper Co.t 


NEW HAMPSHIRE 
John Carter & Co., Inc. 


NEW JERSEY 


Central Paper Co 
Central Paper Co 


NEW MEXICO 
. Carpenter Paper Co 


NEW YORK 


Hudson Valley Paper Co. 
Stephens & Co., Inc. 
Hubbs & Howe Co. 
The Milicraft Paper Co. 
Aldine Paper Company! 
Forest Paper Co., Inc. 
Holyoke Coated & Printed 
Paper Co.* 
Milton Paper Co., Inc. 
Paper Sales Corporation! 
Pohiman Paper Co., Inc. 
Reinhold-Gould, Inc. 
Royal Paper Corporation 
The Whitaker Paper Co. 
Charlies W. Williams & Co.* 
Bulkley, Dunton (Far East)t 
j Bulkley, Dunton S. A.t 
) Champion Paper Corp., $.A.+ 
Champion Paper Export Corp.{ 
Genesee Valley Paper Co. 


NORTH CAROLINA 


Henley Paper Co. 
The Charlotte Paper Co. 
Epes-Fitzgerald Paper Co. 


OHIO 
The Millcraft Paper Co. 
The Cincinnati Cordage & 
Paper Co. 
The Queen City Paper Co.’ 
The Whitaker Paper Co. 
The Millcraft Paper Co. 
Sterling Paper Co. 
The Cincinnati Cordage & Paper Co 
Sterling Paper Co 
The Millcraft Paper Co. 


OKLAHOMA 
Carpenter Paper Co 
Beene Paper Co 
Tayloe Paper Company 


OREGON 
Blake, Moffitt & Towne! 
Corter, Rice & Co. of Oregon! 


PENNSYLVANIA 
Kemmerer Paper Co 
Garrett-Buchanan Co 
Garrett-Buchanan Co 
Garrett-Buchanan Co. 
Matthias Paper Corp.” 
Paper Merchants, Inc 
Whiting-Patterson Co., Inc 
The Whitaker Paper Co 
Garrett-Buchanan Co 


RHODE ISLAND 
John Carter & Co., Inc 


SOUTH CAROLINA 
Epes-Fitzgerald Paper Co 


SOUTH DAKOTA 
Sioux Falls Paper Company 


TENNESSEE 
Bond-Sanders Paper Co 
The Cincinnati Cordage & 
Paper Co. 
Tayloe Paper Company 
Bond-Sanders Paper Co 


TEXAS 
Kerr Paper Co 
Carpenter Paper Co 
Carpenter Paper Co 
Carpenter Paper Co 
Carpenter Paper Co 
Carpenter Paper Co 
Carpenter Paper Co. 
Southwestern Paper Co 
Carpenter Paper Co. 
Carpenter Paper Co 
UTAH 
Carpenter Paper Co 
American Paper & Supply Co 
Carpenter Paper Co. 
VIRGINIA 
Epes-Fitzgerald Paper Co 
Epes-Fitzgerald Paper Co 
WASHINGTON 
Blake, Moffitt & Towne?! 
Carpenter Paper Company 
Blake, Moffitt & Towne 
Spokane Paper & Stationery Co 
Blake, Moffitt & Towne 
Carpenter Paper Co 
WEST VIRGINIA 
The Cincinnati Cordage & 
Paper Co. 
WISCONSIN 
Dwight Brothers Paper Co 


CANADA 
. Blake Paper Limited? 


THE CHAMPION PAPER AND FIBRE COMPANY 


General Office: Hamilton, Ohio 
Mills at Hamilton, Ohio . 


. . Canton, N.C... . Pasadena, Texas 


FOR FULL INFORMATION ON HOW THIS ADVERTISEMENT WAS PRODUCED, WRITE OUR ADVERTISING DEPARTMENT, HANILTON, OHIO 





IMPORTANT 


PLEASE KEEP ON FILE 


We're trying to keep our Art files neat! 
Whenever possible, please submit all art 
work in one of the following sizes - 

oy x 12" 


if? = 15° 20" x 21," 


16" x 20" 


Larger pieces are filed separately, so 
they can be any sise. 
Thank you, 


DOYLE KITCHEN & McCORMICK 


Notice to Suppliers A simple mimeo 
graphed form eventually got artists and 


others to work in easily-filed size 


letter and number are noted on the 
back of each of these shots. To find 
a certain piece of artwork, one has 
only to thumb through the small 
card file under the proper category 
to find the Polaroid print and, using 
the key letter and number as a 
guide, find the original artwork in 
a matter of seconds, thus eliminat- 
ing wear and tear on file envelopes 
and the artwork itself—not to speak 
of tempers in wrestling with heavy, 
bulky artwork 


> In the back of the card index un- 
der each account are headings such 
as “At client,’ “In art dept.,” “At 
engravers,” etc. As any piece of art 
is taken from the files, its corre- 
sponding “mug shot” is transferred 
to the appropriate spot in the card 
index. This way, every piece of 
artwork is accounted for, even if it 
has been removed from the files 

No provision has been made fo1 
mechanicals in this system. As they 
are bulky, expendable, and seldom 
if ever used a second time, they are 
kept in one envelope for each ac- 
count, then destroyed as the enve- 
lope becomes overcrowded. 


>It would have been a _ lengthy 
process as well as a costly one to 
transfer all the old art files to the 
present system. So it was done 
gradually by starting with new ads 
as they were prepared. When an 
old piece of art was reused, it was 
taken from the old file but returned 
to the new one. This way, after two 
years, the old files have gradually 
weeded themselves out. 

An added advantage of this sys- 
tem is that, except for the original 
investment of the camera, the cost 
is negligible. Yes, the film runs into 
money (about 20¢ a print) in the 
quantities we use it, but as each 


... A PRESSURE- 
SENSITIVE RUBBER CEMENT 
THAT YOU CAN PASTE DOWN-— 
PICK UP AT WILL a 


=> You need no solvents to position 
and re-position your layouts 


=> Spreads evenly and smoothly 
=> Non-wrinkling and curl-proof 
=> Transparent 


=> Non-staining 


At your favorite art supply store, or write for your nearest dealer 


COLUMBIA CEMENT CoO., 
Quality Adhesives Since 1919 


INC. 


146 Ingraham Street Brooklyn 37, N. Y. 


AAyYPE 


is your spokesman 
be sure it speaks 


well for you. 
SERVICE TYPOGRAPHERS, INC. 
723 S.WELLS ST. CHICAGO 7, ILL. HArrison 7-8560 


CALCULATORS 


for faster selling 


Graphic Calculators quickly and 
easily solve problems connected with 
the use or selection of your product 
or service, Precision made of 

paper or plastic (but low in cost), 
they simplify even complex 
operations. For example, the model 
shown calculates weight per 1000 
pieces for any given size of 8 alloys 


FREE SAMPLES: A note on your 
company letterhead will bring you 
sample Graphic Calculators and 
full information. 


4 
Ge COMPANY 


633 Plymouth Court, Chicago 5, Illinois 
525 E. 81st Street, New York 28, N.Y. 
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AMERICA’S LARGEST 
SUPPLY CENTER 


COLORED 
PAPERS 


in this 
TRU-TONE 
SWATCH BOOK 


No more color guesswork. Pocket size 
swatch book divided into 2 palettes 
of colored papets—each palette visu- 
ally perfect to use together. 237 
colors including 30 shades of gray! 


TRU-TONE SWATCH BOOK $4.00 
TRU-TONE SHEETS 18 x 24” 30 


Samples on request 


Write on your letterhead 
for 200 page catalogue of 
art supplies — ‘an En- 
cyclopedia of Artists 
Materials." 


_ 
ARTHUR BROWN & BRO., Inc. 
2 W. 46th St., New York 36, N. Y. 


QUANTITY 


Photos Se// 


} 


CASKETS 


They couldn't mail a sample casket, 
so they sent a glossy photo. If you 
can’t mail your product, mail a 
photo, 


8 x 10 Ve ' Tals) 
TUS (in lots 
LIK a 


QUANTITY Photos will sell for 
vou, because they are QUALITY 
Photos. 


8 x 10 GLOSSY PHOTO PRICE LIST 


Number 12 25 50 100 
Price ea. | 20c | 15c | 12¢ | 9c 


Write for complete Price Catalog 


QUANTITY PHOTO CO, 
119 W. Hubbard St. * Chicago 10, Ill, 
Tel. — SUperior 7-8288 
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"B size FOLDERS 
\ oi 


“A siz€ FOLOERS 
Filing Cabinet Te 


larger pieces, and two file drawers, one 


job is photographed a house charge 
form is made out and charged to 
the particular ad along with stat 
and other photographic charges. We 
haven't had a complaint from a 
client yet on 20¢ or even a dollar 
extra charge on each ad to keep his 
artwork at our fingertips! 

We have one client who likes the 
system so much that he has an‘ex- 
tra set of prints on file at his office 
If he wants a certain piece of art, 
he calls us and asks for #B-192 
rather than going into an involved 
description that may possibly be 
misunderstood 


OVERSIZE PIECES 


FLAT ON TOP SHELF 


” 
D size 
LETTER FILES 


iy ly 
C size 
LEGAL FIL@éS 


hold the artwork, use expandable envelopes on shelves for the 


legal, one letter-size, for smaller ones 


> Of course, any system is only as 
good as those who operate it. Care- 
lessness can really cause havoc. We 
have trained a succession of art stu- 
dents—kids who want a start in ad- 
vertising—to work on these files. 
Actually, in our shop, it isn’t a full 
time job, so these youngsters and 
trainees can often double in many 
other office tasks and routine as- 
signments. Also, everyone in the art 
department is thoroughly familia 
with the system, and takes turns 
spot checking it during slow periods. 

All this may sound like the con- 
volutions of an electronic brain, but 


MACK 
Fe ITT 


| aie 
\e Chr 


—_— 


Art Catalog 
filed in small drawers, with location 
marked on the back of each print 


The Polaroid prints are 





th e ; During the past few years, the cancer cure 


rate has increased from one in four saved 


q Uu estion to one in three saved: 40,000 more lives 


1S saved each year. During the next few 
e . 


° years, there will no doubt be new meth- 
{2 HLe ods of diagnosis, and even cures for some 
cancers that are considered incurable today. In time, the 
ultimate goal, cancer prevention, will be achieved. But 
time alone will not do the job. @ Time plus research will. 
Research costs money. In the past 14 years, the Amer- 
ican Cancer Society has spent about $76,500,000 on 
cancer research. Much more is needed 
to accomplish the final conquest of 
this dread disease. Give generously. 
Send your contribution to “Can- 
cer, incareof your local post office. 


AMERICAN CANCER SOCIETY 


Latin Wt guard your 
answer & eX family...fight 
tee & Ve cance? with 
US Bae wae a checkup 
Money a and a check 
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ally isn’t that involved once it 
suffering 
from hardening of the art files, try 


work 
wonders for you, too 44 


gets rolling. If you are 


this prescription—it may 


Large Sized Lens Gauze 
Developed by Bebell 


Lintle len 
ment 


gauze in 7x11” 

designed fo till, movie and 
tv cameramen, movie projectionists, 
and users of slide or film projectors 
3ebell & 
Laboratories, New 


has been developed by 
3ebell Color 
York 

The tissues can be used in 
photographic situations for pur- 
poses ranging from cleaning optical 
glass to removing finger prints from 
chromed surfaces. Other uses in- 
clude removing 


the gla - 


boxes, removing grease and dirt 


fingerprints trom 


surfaces of exhibit light 


from delicate and sensitive surfaces 
with no danger of scratching and 
using the 7x11” sheets for wrapping 
of sensitive instruments, prisms and 
associated optical apparatus 

They are priced at $4.65 per 500 
heets with quantity discounts. Ma- 
terial is shipped packaged for shelf 
torage or immediate us« 


A free 


sample IS available 


for more details circle 404, page 143 


Pictorial Suggestions 
Offered in Phototips 


Suggestions for new uses ol 
photos and new economies in thei! 
production are contained in Arrow 
Photopics, an external house organ 
of Arrow Photo Service, Inc., New 
York 

The first issue tells examples of 
helped sell 
products. The “big color” is blow- 


how “big color” has 


ups of photos used in railroad sta- 
tions, exhibit halls, ete 
A sample copy is available 


for more details circle 405, page 143 


Light, Portable Drawing 
Board Is Manufactured 


A portable, 


board 


precision drawing 


weighing less than eight 
ounces is being distributed by Leslie 
Creations, Lafayette Hill, Pa 
Designed for architects, 
civil engineers, designers, drafts- 
men, technical engineers, surveyors 
and tool designers, it comes with 
two transparent plastic 


30/60 and 45 degrees 


artists, 


triangles, 
Because the 
board is translucent, it can be used 
to make tracings against a window 
or other lighted surface. Other de- 
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Portable Drawing Board Lightweight, 


ision unit of less than eight ounce: 


istributed by Leslie Creations 


sign features include two retract- 
able metal straight edges, eliminat- 
ing the need for a T-square; re- 
cessed spring clips, holding a stand- 
ard 8'%x11” sheet of paper; and 
rubber cushion mountings, protect- 

ing desk top 
Of briefcase size, the portable 
drawing board sells for $4.95, plus 
postage and handling charge of 50¢. 
44 


LogEtronics Explains 
Uses of Its Equipment 


How LogEtronic equipment serves 
a wide variety of photographic users 
is described in a booklet made avail- 
able by the Alexandria, Va., firm. 

By way of definition, the booklet 
states “LogEtronics means sharp, 
clear highlights and shadow detail 
in each picture without retouching, 
and the ability to vary control on 
virtually all negatives to obtain any 
desired pictorial effect with one 
contrast grade of paper.” 

Key to the equipment is the Log- 
Etron, a cathode ray tube light 
source on the face of which a mov- 
ing spot of light is continuously and 
automatically varied in brightness 
through the use of a phototube in a 
feedback loop. The varying bright- 
ness of the light source automatical- 
ly exposes each portion of the pic- 
ture to bring out full shadow, mid- 
tone and highlight detail in each 
print 

The equipment is designed to 
serve in x-ray work, electron mi- 
croscopy, photomicrography, photo- 
grammetry, commercial, industrial 
and news photography, and in the 
graphic arts. 


. for more details circle 406, page 143 


Off-Beat Props of 
Gilded Lily Listed 


If your need for unusual props 
extends to the complete interior of 
a small town post office, circa 1900, 
including money order and general 
delivery windows, you may be in- 


terested in the services of the 

Gilded Lily Emporium, New York. 
Other items available from this 

establishment include: 

® hundred of trade signs and ad- 

vertising specialties, 

® carousel animals, 

e four “wild and wonderful” pic- 

tures of artificial limbs executed 

in inlaid mother-of-pearl, 

19th century, 

® old 


cycles, 


early 


fashioned high wheel  bi- 
® cabinet doors from an old ortho- 
pedic appliahce 
Austria. 


establishment — in 


A catalog sheet giving more de- 
tailed descriptions and listings is 
available. 


. for more details circle 407, page 143 


Remington-Rand Markets 
Microfilm Package Plan 


A package offering is being made 
to microfilm users by the Remington 
Rand Division of Sperry Rand Corp. 

The package consists of a camera, 
film, processor, acetate jacket and 
reader. Total price for the Film-a- 
Record Micro-Station Package Plan, 
as it has been called by the com- 
pany, is $7,295. 

The camera is a power-driven, 
nine-position planetary unit. It han- 
dles documents in sizes ranging from 
15x21” at a 12-time reduction up to 
36x47” at 29 times. 

There is enough film, 100’ rolls on 
daylight loading spools, to microfilm 
over 5,000 documents, the company 
estimates. 

The processor, the Unipro Micro- 
film Processor, can automatically 
develop, fix, wash and dry 16, 35 
and 70mm film interchangeably, of 
any length up to 100’. 

The acetate jacket, the Uni-Kard, 
is able to file and protect 36 indi- 
vidual images to the inch. Each 
jacket has room for five lines of di- 
rect indexing and conforms to the 
standard MIB size for filing conven- 
ience. There are 5,000 Uni-Kard 
jackets included in the package. 44 


Acrolite Catalog Lists 
Services and Products 


The 1960 dealers’ catalog of Acro- 
lite Products Ine. listing graphic art 
sprays, spray enamels and aerosol 
specialties handled by the Rahway, 
N. J., concern has been released. 

The catalog also describes the 
company’s special services such as 
its private label department for com- 
panies or individuals who wish to 
market aerosol products. 


- for more details circle 408, page 143 





By Russell W. Vance 
President Ad-Vance Time Service 
St. Loui 


An outdoor clock is perhaps the 
only attention-getting device that 
attracts viewers minute by minute, 
day after day, over an almost end- 
less period of time. Everybody is 
time conscious. 

Use of a clock, however, just to 
get attention is not enough. It 
should also help deliver the pri- 
mary function of all advertising: 
sell products and services. 

To do this the clock should be: 


VETERANS BUILDING 
ALLIED STEEL 


Message Clock .. . A 


tracts attention to the sponsor and a 


simple clock at 


message in changeable letters 


Outdoor Clocks 
as an Advertising Tool 


An expert in designing and installing outdoor 


clocks describes their values and the factors which 


you should consider in buying or leasing. 


1. Large enough to demand atten- 
tion 

2. Have full size, bold hands 

3. Detailed for both day and night 
reading 

4. Built for perfect outdoor opera- 
tion in all weather 
S. Have ample 
maintenance 

6. Proper illumination 

7. Keyed into the sign in a way 
to draw quick attention to the ad- 
vertising message. 


power—minimum 


> Dependability and accuracy, of 
course, must be built into the clock 
or you lose the confidence of your 
viewers and they not only stop 
looking, but create a_ resistance 
image to whatever product or serv- 
ice you have tied-in with the clock 

With the advent of the syn- 
chronous motor and AC regulated 
current in the late 20’s, outdoo: 
clock signs and billboards came into 
their own. Wherever you have elec- 
tric power today you can have a 
dependable, outdoor, accurate clock 
sign or billboard on top of your 
building, on a post, in or on a wall, 
or on a billboard 100 miles or more 
from your business. 

There are today remote setting 
arrangements which make it possi- 
ble to reset a clock should the cur- 
rent fail by simply snapping a 
switch. Without this provision day- 
light saving changes as well as a 
power failure could mean a_ nui- 
sance and cost factor in the main- 
tenance of your clock. It would 
mean use of a ladder and time in- 
volved to get up to the clock to re- 
set it by hand. 


> It is important that the motor be 
in direct drive to the hands without 
a friction setting clutch to limit the 
torque to the hands. There are 
many clocks on billboards and signs 
today which run for years without 
setting. This is one of the long term 
advantages of the use of a billboard 
clock where the original physical 
set up can be used year after year, 
with only a change of the message 
The Chevrolet campaign, which be- 
gan in the mid-30’s and is still in 
use, is a classic example of the long- 
term use of the clock billboard. 
Next to the motor, the hands are 
the most important consideration in 
building an effective clock sign. Fa- 


VV WAITE 
EIPIC § 
FOR PENS 


813 LOCUST 


Wall Clock . . . A 10’ clock with special 
outdoor movement is now in its 13th 
year of operation 
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METAL SIGNS 


“AcTIOn! 


NEW ...BIG 
BRILLIANT... 


18-PAGE 
CATALOG 
.-in COLOR AND 
BLACK and WHITE 


.. JUST OFF THE PRESS 
LOADED WITH ALL TYPES 
0F METAL SIGNS 
HIGHWAY 
POINT-OF-PURCHASE 


REFLECTORIZED 
TRUCK 


A GUIDEBOOK TO AID YOU IN 
PLANNING YOUR COMPLETE 
SIGN PROGRAM! 


send for your copy now! 


GRACE SIGN & MFG. CO. 
3601 S$. SECOND ST. 
ST. LOUIS 18, MO 


Send me FREE your New 
18-Page catalog showing Metal 
Signs in ACTION! 


CO 
TITLE ........ 
OE 
ADDRESS —_— 

city ne 


QUANTITY 
Mfrs. of 
Baked Enamel 
Metal Signs 


GRACE 


SIGN & MFG. CO. 
3601 S$. SECOND STREET 
ST. LOUIS 18,...M0. 
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Bulletin Clock 

A 10’ clock in Texas 
forms part of a 
painted bulletin 


in Tyler, Tex 


miliar as we are with the household 
clock within a few feet of our eyes, 
it is easy to get off base when we 
consider the sketch of a proposed 
outdoor clock. On the artist’s draw- 
ing board, outdoor clock hands may 
look clumsy, even out of proportion, 
but this is only because you are 
taking a static, desk’s-eye view of 
the hands, instead of the distance 
look attained as you advance to- 
ward a sign at varying speeds 

Outdoor clock hands should be 
full size for the dial you use. These 
are good viewing hand sizes in re- 
lation to the dial size: 


16}/, 
19” 
22 
271/2 
33” 
38” 
44 
55” 


> In addition to the correct length 
the hands should also be bold, wide 
enough and in a color that is di- 
rect contrast to the dial background. 
In fact if you use hands big enough 
and of the right boldness and width 
you can dispense with the numerals 
entirely. It is the hands which in- 
dicate the time. 

In place of the numerals or mark- 
ers, product miniatures, such as 
shoes, bottles or bottle caps, or 
trademarks, could be used and give 
an added impetus to your advertis- 
ing message. 

While fractional 
horsepower and use very little cur- 
rent (an extra economy factor in 
addition to the long-term use), they 
should have ample power to drive 
ice-loaded hands during winter 
months, and overcome wind resist- 
ance. The exposed hands of an out- 
door clock should have ample clear- 
ance from the dial and between the 
hands to provide opportunity to 
clear themselves and prevent freez- 
ing to the dial and to each other. 
Adequate clearance should be sev- 
eral inches. 


motors are 


> Dial clocks have always been the 
universal method of telling time. 
More than 100 years ago, clock post 
signs were used by many jewelers 
and banks. These were weight 
driven and had to be set and wound 
by hand and it was necessary to 
keep the clock dial covered with 
glass. 

The weight driven clock was fol- 
lowed by the impulse type, con- 
trolled from a master clock inside 
which sent impulses to the clock 
outside and moved the hands for- 
ward minute by minute by use of 
a magnetic spring. This type, too, 
required a covering on the dial. 

Today’s electric, direct drive mo- 
tors make it possible to leave the 
hands exposed. With the elimination 
of the glass cover over the dial, the 
problem of reflection is overcome, 
and along with it the dirt and mois- 
ture problem which 
glass. 


> Plastic illuminated from 
within, serve very well in properly 
illuminating a clock sign. The clock, 
of course, can be illuminated by 
floodlighting, which should be prop- 
erly directed to the clock dial and 
the remainder of the sign. 

Use of a neon circle of light 
around a clock is not always effec- 
tive since the center dial may not 
be properly lighted. Neon hands and 
numerals bleed and become a ball 
of fire unless the dial is ten feet or 
more. If neon is channeled in small- 
er sizes, numerals and hands tend 
to lok cluttered and clumsy in the 
daytime. 


collects on 


dials, 


Clock without Dials . . . Typical of re 
cent development is this installation, by 
Federal Sign & Signal Corp., in Sheboy 
gan, Wis. 





BLACK BOX 


your best means 


to a 


finer end result 


in collotype printing 


Collotype, with its critical requirements, 

demands photography by people who thoroughly 
understand the process. Now, you can save two 
ways: One, with quality collotype printing; Two, with 
expert photography from one source under one 
responsibility. Assure yourself of finer 

collotype printing ... Mail coupon for 


full details, today! 


Studio view showing photo facilities and area large enough for many 


different room setttr t one time 


BLACK BOX COLLOTYPE STUDIOS, Inc. We are interested in Black Box Photography 


4840 W. BELMONT AVENUE, CHICAGO 41, ILL. © AVenue 3-0262 Color Black and White 


Bellevue, Wash. Des Moines, la. Los Angeles, Calif. Roanoke, Va. Collotype Printing 
MAin 4-6056 CHerry 4-2415 MAdison 4-6486 Diamond 4-3950 Please have a representative call 


in Seattle, Wash. 
Detroit, Mich. Massillon, Ohio Rochester, N. Y. Name 
Cincinnati, Ohio TUxedo 5-5551 TEmple 3-6015 GReenfield 3-0360 
GArfield 1-3545 
Dallas, Tex Indianapolis, Ind. Minneapolis, Minn. Sheboygan, Wisc. Firm 
Whitehall 3-7573 Liberty 7-1650 FEderal 6-6878 GLencourt 2-5982 mice 


Denver, Colo. Kansas mt Mo. Pittsburgh, Pa. St. Louis, Mo. 
AComa 2-5833 BAitimore 1-1933 WAlnut 1-4443 OLive 2-0202 City Zone State 
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(One of a series) 


MEN WITH 
IMAGINATION: 


DISPLAYERS’ SALESMEN project the creative 
halimark of their company. Each of them has 
a background in the exhibit and graphic arts 
field. Each is trained to answer your exhibit 

and display questions imaginatively 


ISPLAYERS inc 
635 W. 54th St., New York, N.Y. PL 7-6500 


Ad-VANCE 
CLOCKS 
COMMAND 
ATTENTION 

TO YOUR SIGNS 


clock movements 
and hands 
for all 


outdoor installations 


Ad-VANCE TIME SERVICE 
Russell W. Vance 
948 Hamilton + St. Louis 12, Mo. 
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> Outdoor clocks can be 
built to fit any 


custom 
requirement 

through any size wall—with hands 
and numerals of any specific type 
material, i.e., stainless steel, brass, 
aluminum, etc. There are five com- 
mon ways of clock mountings: 


1. Surface mount movement behind 
wall. Service is from rear. Bearing, 
hour tube and minute shaft through 
entire wall. 


2. Movement flush with inside wall. 
Service from rear. Bearing, hou 
tube and minute shaft through one 


or two courses of brick 


3. Mounting box flush with outside 
wall. Movement on mounting plate 
which fastens to mounting box from 
front. Movement removal with 
plate from front for service 


4. Normal installation for  bill- 
boards, signs, etc. Accessible from 
rear for service 


S. Mounting from front. Where 
billboards, signs, etc., not accessible 
from rear for service 

Proper mounting should be se- 
lected for the particular situation. 
Any of the five possible installations 
shown can be serviced easily 

When required for billboards o1 
wall mount, clocks up through six 
feet can be centered and mounted 
in boxes as small as 6x6x410” 


> The clock should be placed in the 
sign in such a way to attract atten- 
tion to the advertising message. The 
clock should never look as though 
it were tacked on as an afterthought 
If properly done, both clock and 
message will be viewed as a whole. 
Because daytime readership is 
normally much greater in most lo- 
cations, the clock sign should have 
good detailing to promote reading 
and retaining of the ad message in 
the daylight hours. Night reading 
has the advantage of the backdrop 
of night to black out distractions. 


> The Bardahl Oil Co. sign, on Nat- 
ural Bridge Road in St. Louis, is an 


Shopping Center Clocks Space on 
these clocks, in high traffic locations, 
is leased by Suburban Clock Advertising 
New York 


example of a good tie-in of a clock 
with the product, and _ readability 
both day and night. 

The 50’ long, ground mounted 
display sign features the Bardahl 
trademark name in 8’ tall red plas- 
tic letters. Each is illuminated from 
the interior by four rows of zeon 
tubing. At top of the sign is an 8- 
foot square revolving clock with a 
plastic replica of a Bardahl oil can 
on the reverse side. A single line 
of two-foot molded plastic letters 
in red on a porcelain enamel steel 
face, at the bottom of the display, 
flashes the message “Makes all Cars 
Run Better.” 

The Federal Sign and 
Corp., built the 30x50’ sign. 


Signal 


>» An example of an outdoor sign 
where the clock is an intergal part 
of the advertising is the Allied 
Products of Florida sign, St. Peters- 
burg, Fla. This sign has a six foot, 
two-face clock in the center, with 
a marquee panel just beneath it to 
include names of a number of ad- 
vertisers and also to provide op- 
portunity for advertising changes. 


Rotating Clock 
This 30x50’ sign in 
St. Louis has 8’ 
clock with replica 
of oil can on the 
other side 





A legend comes to life on latex coated paper 


As the boisterous gallery pressed in around him, Bobby Jones attempted one of the most crucial 
putts in golf history. Deliberately, he stroked the ball with his famous “Calamity Jane”. It raced 40 
feet across the green and scurried into the cup to win the 1930 U. S. Open with a birdie three! 
Bobby went on to capture all four major golf titles that year, achieving the unforgettable and un- 
paralled “Grand Slam” of golf. In sports, Grand Slams are rare, but they're made 


almost every day in printing—usually on latex coated paper. 
For reasons why, turn the page. 





LATEX 


lesa) 


COATED 


Performance counts ...in sports and in printing 


The painting of Bobby Jones and the photography on the front of this 
insert are printed on stock coated with Dow Latex. When your printing 
requirements demand sharp, faithful reproduction such as this, your best 


bet is always latex coated papers. 


The striking contrast of rich and subtle hues is routine with latex coated 
paper, as are closely controlled ink receptivity, good resistance to water, and 
accurate halftone reproduction Blended with other coating materials, 


Dow Latex assures excellent dimensional stability, smoothness, gloss and 


fracture-free folding. 


Why not test the “Grand Slam” performance of latex coated papers yourself? 
They're readily available in a broad selection of dull and gloss grades, 


for both letterpress and offset. Ask your paper supplier about them, 


or write to us. THE DOW CHEMICAL COMPANY, Midland, Michigan, 
Coatings Sales Department 2328. 


This four color 150 line screen reproduc 
tion is printed on 100 lb. Offset Enamel. 


THE DOW CHEMICAL COMPANY - MIDLAND, MICHIGAN 





Requirements 
is an 
excellent 
source for 
new ideas...” 


MARTIN J. BUTLER, JR 
idvertising-Sales Promotion Manage 


The Diversey Corporation 


THE DIVERSEY CORPORATION 


Ani F ADDRES te 


CHICAGO ee ies 


SPECIALIZED CHEMICALS 


Advertising Requirements Magazine 
200 E. Illinois St. 
Chicago ll, Illinois 


Gentlemen: 


The advertising and the sales promotion manager of today faces a 
problem not unlike that of technical or scientific people. 


New techniques, new technology, and, perhaps most important of 
all, new ideas are coming too fast for any one man to even pre- 
tend to be an expert on every phase of this business. ButI have 
found one source for practical, useful information which enables 
me to take almost immediate advantage, of new ideas and technical 
advances. It's Advertising Requirements, of course. 


AR never fails to have the kind of articles that are clipped and later 
discussed with our agency, exhibit builder, printer or sales manage- 
ment. I find AR particularly valuable because of its fine articles 

on sales promotion. Withnearly 300 Diversey salesmen in the 
United States alone, we need new ideas on selling aids and AR cer- 
tainly is an excellent source for this material, 


[The time spent reading AR is always productive for me and 1 


sure it will be for anyone interested in knowing more about this 


ary 


fascinating advertising and sales promotion proiession. 
Yours very truly, 


THE DIVERSEY CORPORATION 


Jr. 


Wii. Soatis/ 
Martin J. Butler, 


Advertising - Sales Promoiion Mer. 


Mr. Butler and The Diversey Corporation are typical of the advertising- 
sales promotion professionals and important buyers of advertising prod- 
ucts and services you reach in the pages of Advertising Requirements. 


Producer and marketer of industrial chemicals, Diversey promotes its 
scores of products through space advertising in some 60 business and 
farm publications, as well as through a direct-mail program to 50,000 
names. The company also turns out about 200,000 pieces of sales literature 
annually, provides point-of-purchase material for the farm market, par- 
ticipates in 15 trade shows each year and conducts contests for its sales 
force, in which premiums and prizes are used. 


In addition to operations in the United States, Diversey has subsidiary 
plants in Canada, England, France, Italy, Puerto Rico, Venezuela, Brazil, 
Australia and Hawaii. Mr. Butler joined the company as advertising 
manager in 1953, and also took on the responsibility for sales promotion 
the following year. He is the current president of the Chicago Chapter 
of the National Industrial Advertisers Association. 


Advertising Requirements Workbook of Aduertining & Cals Phowtion 


PRINTING, PAPER & PLATEMAKING » DIRECT ADVERTISING - LAYOUT & TYPOGRAPHY - AUDIO & VISUAL AIDS - SHOWS & EXHIBITS 


200 EAST ILLINOIS STREET - CHICAGO 11. ILLINOIS 


* SIGNS & DISPLAYS 


PACKAGING & LABELING + ART & PHOTOGRAPHY - PREMIUMS, PRIZES & SPECIALTIES 
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MILWAUKEE 


Here’s a case where KCS improves on nature — with a 
real-as-life display that “freezes” busy shoppers in their tracks! 
Adding punch to special promotions for Chicken of 

the Sea brand Tuna is this life-sized tuna enclosed in a 

block of ice — all recreated in plastic by skilled KCS experts. 


For the combination of technical know-how, 

production facilities and merchandising experience 
that result in point-of-sale displays as memorable 

as they are practical and economical... make your 
first choice KCS “sales engineered” displays — always! 


KIRBY -COGESHALL-STEINAU CO. INC. 
606 E. CLYBOURN ST., MILWAUKEE, WIS. 


AGAIN IN 1960... 


building more and greater 


outdoor signs for America’s 


leading marketers gas 
or 
SUCCESS 


plesti-lime inc. 


Knoxville Tennessee 


Rated firms write for free brochure 


OUTDOOR ILLUMINATED PLASTIC SIGNS 
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This sign was built by Ace Electric 
Co., St. Petersburg, Fla. 

The Tyler Bank and Trust Co., 
Tyler, Tex., uses a six foot clock 
on a painted billboard designed and 
built by Etex Sign Co., Tyler. 

The Lipic Pen wall sign uses a 
10-foot special outdoor clock move- 
ment as a part of the sign without 
in any way dominating the adver- 
tising message. The clock in this 
sign has been in use more than ten 
years. Messages are changed regu- 
larly. 

Barford Chevrolet used a 5-foot 
plywood dial clock on a 10x24” 
board, tying both the clock and 
message together in a design that 
makes for easy viewing of both 
time and message. 

The Ludington Federal Savings 
& Loan Assn., Ludington, Mich., 
uses a 3-foot plastic double face 
clocks. The sign is by Ludington 
Sign & Electric Co. 


> These are just a few of the many 
outdoor clocks in service’ today 
from coast to coast, giving observa- 
tory time 24 hours a day, through 
all weather conditions. 

Enterprising admen, with their 
suppliers, the sign companies, are 
becoming increasingly aware of the 
value of outdoor clocks as 
® a means of company identification 
® a community service 
® a gesture of welcome 
® institutional advertising 
@ dependable salesmen for prod- 
ucts and services. 44 


Salescaster Sign Adapted 
For Vertical Mounting 


A new Salescaster illuminated 
moving message display unit, de- 
signed for vertical mounting, has 
been devloped by Salescaster Dis- 
plays Corp., Linden, N.J. 

Three models are available for 
use in a vertical reading position 
to help the advertiser where space 
is tight. Ad messages are repeated 
every 20 seconds and are inter- 
changeable. All models are guar- 
anteed for six months of continu- 
ous performance. They are avail- 
able in a choice of five colors of 
illumination or white. 

Complete information is availa- 
able from Salescaster Displays 
Corp., 1013 Elizabeth Av., Linden, 
N.J 44 


Supermarket Display Ideas 
Shown in Color Brochure 


A line of supermarket interior de- 





partmental murals and cut-out wood 
letters is illustrated in a brochure 
from HR Inc., New York. 

The stock items include dimen- 
sional and painted art panels for 
department identification in 3x5’ 
sizes, plus giant cut-out dimension- 
al wood letters in two different sizes 
and several styles. 

The dimensional panels are priced 
at $119.50; painted panels, $79.50. 
Prices for unmounted letters range 
from $4.95 each in the 12” size to 
$7.95 for the 18” size. Ornamental 
letters are also available mounted 
and unmounted at prices ranging 
from $8.95 to $29.95 each. 

Department title signs are also 
available with a choice of colors on 
14” oval or rectangular lacquered 
plywood panels. Prices range from 
$39.50 for a 3’ single-face sign to 
$75.50 for a 4’ double-face unit with 
chains. 

The brochure is available. 


- for more details circle 409, page 143 


Flame-Proof Display Paper 
Described in Brochure 


A brochure describing the first 
display paper to be registered as 
flameproof is available from Bemiss- 
Jason Corp., Palo Alto, Cal. 

Marketed under the name _ of 
“Display-Tex,” the paper is printed 
on the corrugated side with fade- 
resistant inks. Rigid enough to avoid 
sagging or bending, Display-Tex 
will also conform to curved planes. 
The flat white reverse side of the pa- 
per is printed in 1” squares and 
fractions with guide lines for easy 
cutting. It is available in a variety of 
pattern and 17 colors. Special match- 
ing colors are available on orders of 
5,000 lineal feet or more. Price, per 
standard roll, 48x25’, is $4.35. 


. for more details circle 410, page 143 


How’s that for thwarting the arty 
public—we printed mustaches on all 
of 'em— 
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MEYERCORD 


A R Krums 


DRI-MARK ... is Meyercord’s newly perfected, custom-processed 
line of PRESSURE SENSITIVE signs and trade marks developed specifically 
for the requirements of durable Truck Signs, Window Signs, Nameplates, 
and Product Markings for indoor and outdoor use on both light and heavy 
equipment. These startling new films include: 


products 


2 
} 


valcal 


AU 


DRi-MAR These high tensile strength PRESSURE SENSI- 
DECat TIVE films and laminates give the greatest pos- 
sible latitude and flexibility to the Meyercord line 

of products, adaptable to all of your sign needs. 

DRI-I MARK DRI-MARK Decals are processed with Meyer- 
cord’s own exclusive PRESSURE SENSITIVE ad- 


Vi NYL — —_ *& hesive—another development of the firm that for 
64 years has maintained the world’s undisputed 


leadership in development and production of 
DRI-MARK Decal products. 
ca 


Meyercord’s in-plant Research, Art, Production 
and Service facilities assure the most careful proc- 
essing and quality control. Remember, when it's 


DRI-MAR K DRI-MARK it's MEYERCORD! 


MIRRO-ca, ———— 
erie vere wi th Be E Y E RCOR & 
e 


RI-MARK COLOR GARD 70 


Now .. . all Meyercord DRI-MARK films are protected by 


MIR ee COLORGARD 70... . Meyercord’s exclusive laboratory- 
RO-Car Vit =~ developed and perfected clear top coat—the toughest, most 


A mutrorized viny| Mylar* laminate durable coat yet produced for the Decal and transferable 
film industry. Thoroughly tested! 


RI-MARK Sore 


CLEAR MyLar Whatever your sign needs, you owe it to yourself to 
*A DuPont polyester film investigate Meyercord’s complete line of —— Our 

(1 mil and 3 mil) factory trained representatives will be glad to assist you 

in selecting markings for any particular requirement. 


the MEYERCORD co. 
fF i ECK Dept. E-207, 5323 West Lake Street, Chicago 44, Illinois 


LY . t—_——- °°”  ' 


THE MEYERCORD CO. 
yee Dept. E-207, 5323 West Lake Street, Chicago 44, Illinois 


We are interested in the following: (please check) 
Phu 


C) Point-of-Sale signs [) Nameplates and product markings 
(] Truck signs and lettering ] (others 

urs) 

Taattat eT] 


ert 


Name — 
Firm Name 
Address 


City 7 Zone State 
Se Se SSS SS SS SS SF SF SSS SF FS SS SSS See eeeeaeeaeeaa es 
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West Coast Cleaner Finds 


Investment in Reader 
Board Sign Pays Off 


By Jay Williamson 


[ invested nearly $2,000 in a read- 
( board sign and an extra font of 
lettel live years ago and I've been 


etting my good mone worth out 
of them eve1 ince 
I have my own ideas about how 


hould be handle d, and 


vork out well for me 


uch a board 
I know they 
Allowing for 
ne differences, I believe those 


individual and _ busi- 


ideas can be made to work equally 


vell for just about anvone else 


>» My program is grounded on th: 
assumption that it takes more than 

t a clever advertising message 
to get peopl to look at your sign 
day in and day out. A newspape 
containing nothing but advertising 


or a television station broadcasting 


A single face plastic sign in any height 
to 6’, with no limit on length, is at last 
available . . . at production prices. 
[here is no need to settle for a 3’x10’ 
sign when you can have one 
5/7” x 13/11", at a price far lower than 
you would pay for a comparable 
custom-built sign, Here’s why: 


No mold charges: You pay no pre- 
mium for small orders. Buy one sign or 
100. You can change copy on every face 


Embossed letters: Copy and 
corrugated background are vacuum- 
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nothing but commercials would find 
they were addressing a very exclu- 
them- 
selves. So it is with this advertising 


sive and limited audience 
medium 


There is no reason why every 
message must be a sales pitch. I 


have found _ that 


non-advertising 
messages of the right sort are more 
productive of goodwill in the com- 
munity. They may bring more bene- 
fit as institutional promotion than 
will the direct sales appeal. This by 
no means rules out the direct sales 
approach, which can be alternated 


with the other 


>’ At Jay’s French Drycleaners and 
Laundry, we advertise directly only 
out of three, making that 
one as interesting as possible. The 
rest of the talks 


about community 01 


one weck 


time, our sign 
subjects of 
general human interest 

We follow a schedule of changing 


our message regularly, the first of 


every week. We also rotate the mes- 
sages so that a community event is 
publicized one week, a humorous 
(we hope) general in- 
terest the next, and a promotional 
message the third week. We then 
start the cycle over again. 

The non-promotional messages 
keep people looking at the sign and 
assure that the advertising message 
on the third week will be read. If 
it accomplished nothing else, this 
result would fully justify the tech- 
nique 


saying of 


But in addition, the non-promo- 
tional messages have indirectly led 
to more drycleaning sales. 


> For instance, we used the board 
one week to promote a rummage 
sale being conducted for the benefit 
of a local civic group. Out of grati- 
tude, a number of members of that 
group began bringing their dry- 
cleaning to our plant and have con- 
tinued to do so ever since 

A number of our original readei 
board comments have found thei 
way into the pages of Seattle news- 
papers from time to time. This has 
happened about a dozen times with 
one daily newspaper and five or 
six times with the other. Pictures of 
the sign with those sayings on it 


70 Gray-Rexall Drug stores attract customers with Hanover signs. 


NOW: A sign with custom flexibility at production prices 


Hanover single face plastic signs give you new freedom of design 


embossed simultaneously by our exclu- 
sive press. Letters stand out, provide an 
arresting 3-D effect. 


Lock -light construction: Your sign 
has a one-piece look, regardless of 
length. Seams are virtually invisible; 
there are no gaps to spill raw light. 


Copy selection: Trademarks and logo- 


types can be embossed, at no extra cost. 
You can choose any style lettering and 
any 3-color treatment (background is 
one color), af no extra cost. 

Your letter or phone call will put 
our 29 years of experience in sign coun- 
seling at your service. Address Hanover 
Neon Electric Corporation, 769 N., 
Fourth St., Columbus 8, Ohio. 


TO HELP YOU PLAN: Ask for our brochure, “Put more ‘Pull’ in your sign program.” 


HANOVER .. iter soo sion 





some 
papers 
have 
extra 


advantages... 
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LIKE ALLIED CELLUGLOSS OFFSET 
FOR EXTRA RUNABILITY 


Why? Because Allied’s fibre structure is different 
...1t’s more dense, giving Cellugloss Offset the 
extra advantage of greater stability. That’s why 
Cellugloss runs so well...prints a little better 
than comparable coated sheets...and gives a 
good fold. 

Ask the printers who have used Allied’s Cellu- 
gloss. Their most frequent comment will be “‘it 
runs well’’. This is the extra you get from Allied. 
And as you can see here, it has the quality in 


appearance and finish, too. 


ALLIED PAPER CORPORATION 





the 

Allied 

coated paper 
line 

For Offset: 


Cellugloss Offset 
Cellufold Offset 


name! 
namel 


Imperial Offset Enamel 


Velour Offset 


namel 


E 

E 

E 
Excelgloss Offset Enamel 

E 

> 


Comet Colored Enamel 
Cellufold Litho C1S 
Cellugloss Litho C1S 
Monarch Litho C1S 
Imperial Litho C1S 


Excelith C1S 


For Letterpress: 
Celluprint Enamel 
Imperial Enamel 
Excelprint Enamel 
Velour Enamel! 


Comet Colored Enamel 


Photograph courtesy of Arthur C. Alien, AGS &R Studio, Chicago 


Halftones...Duotones...every job... 
Allied runability makes a difference 


You know that printing a good halftone is often just 
as difficult as doing process color, if not more so. In 
fact, your customers are frequently more critical of 
halftone reproduction than anything else. Here is 
where paper runability can be very important...and 
here is where all of Allied’s Coated Papers have the 


advantage—they run well. 


ALLIED PAPER CORPORATION 


Kalamazoo, Michigan 





THE 
CELEBRATE 
SPOKE SOFTLY 
AND SIMPLY 


Goodwill Message Two weeks out of 
three Jay’s sign promotes friendship; the 


third week it is a direct selling message 


have been reproduced in the news- 
papers several times. 

The sign has even prompted peo- 
ple to come in from the street to 
comment. 

One time, I invented what I 
thought was an original message: 
“When all else fails, read the di- 
rections.” Two strangers came in, 
separately, from the street to chide 
me for using such an old “chestnut.” 

I haven't kept a file on these say- 
ings so can’t quote them exactly as 
they appeared on the board. One 
that aroused much comment was 
one that read: “Drive carefully, 
blood stains are hard to remove.” 

Another time, the sign carried a 
comment about the considerable 
number of houses which happened 
to be moved down the street in 
front of the plant during a particu- 
lar period. We referred to it as the 
road where more houses moved 
than automobiles. Alertness to local 
events will often suggest comments 
of high reader board interest 


> Occasionally, community events of 
such importance take place that 
these supersede the usual order of 
subject matter. One time, commu- 
nity events were promoted for three 
consecutive weeks. The fourth 
week, our sign read, “We still do 
drycleaning.” 

Community events which our sign 
promotes help such organizations as 
boy scouts, civic and social groups, 
etc. We also welcome new busi- 
nesses into the Green Lake District 
where we are located through the 
sign, which names and _ publicizes 
the new firm. 

I started my drycleaning busi- 
ness in Seattle about 20 years ago 
and moved to my present modern 
plant about five years ago. Our 
reader board has had much to do 
with our success in this location. 44 


HANKSCRAFT 


Display reated and produced by the 
Corporation, Chicago,tor Creative 
Point of Sale, St. Louis, Mo 


DISPLAY MOTORS 


help 
Seven-Up 


set sales in 


4 


EXPERIENCED 
ENGINEERING 
SERVICE 


Hankscraft engineer an 


animate any type of d 
* play—special action or A¢ 
| power. Recommendatior 


made without »bligation 
NN See your Hankscraf 


representative or 


Ye utout jumn 


ketches directly t 


At beverage counters everywhere 
“Fresh Up’ Freddie’? jumps for joy, 
calling attention to the excellent 
thirst-quenching qualities of Seven- 
Up. Action is supplied by a stand- 
ard Hankscraft rotary motor 
powered by two ordinary flashlight 
batteries. Like all displays animated 
' by Hankscraft, this silent salesman 
works for weeks without attention! 


HANKSCRAFT COMPANY, Display Motor Division + Reedsburg, Wis. 


World’s Largest Manufactu 
Sales Offices in these principal cities 


Dallas e Toronto (Ontari 


Your sa 


How? 


rer of Battery-Operated Display Motors 


Chicago ¢ Philadelphia e Minneapolis « New Yorb 


») e San Frar »(Erlach Lee ( ) 


les story can reach the professionals 
who buy or specify in the $3 billion 
promotion, production and 
merchandising market. 


In the pages of 


Advertising Requirements 


BRAND NEW 


CUR 


RENT ICCUE 


CLIP BOOK of LINE ART 


YOURS FOR 30-DAY FREE 
Try it in your own office for 30 
fessional flavor into low-budget 
saves time and money. Used by 
studios, printers and industry. 


EXAMINATION 


days! Puts pro- 
paste ups... 
ad agencies, art 
Dozens of top 


quality line drawings every month. Ready to 


use — just clip and paste! Just 
your company letterhead: “Send 
“Clip Book of Line Art” on 36 
No obligation! 


jot a memo on 
me the current 
)-day approval.” 


HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE |. NEW JERSEY 
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Art & Photography 


Art Supplies 


142 

124 

123 

Inside Front Cover 
it J 6 


Awards, Plaques 


Balloons 


46, 51, 110, 142 
5) 
48 
46 
42 
49 


Binders, Catalog Covers 


Calculators, Printed 


Control Planning Aids 
109 


Conventions & Exhibitions 


Copyfitting Aids 


“raftint Mfa 
Inside Front Cover 


Haberule Co 64 
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Decals 


Direct Advertising 


Ad 


Display Designers 


Display Materials 


Display Motors 


Displays, Wire 


Duplicate Plates 


Duplicating Machines 


Envelopes 


Exhibit Builders 


Exhibit Moving 


Fluorescent Inks & 
Materials 


Gravure Services 


Ink, Screen Process 


Labels & Tags 


Letterheads 


Lettering Devices 


Lettershops 


Advert 


Mailing Lists 


Manikins, Rental 


Motion Picture Services 


Office Equipment 


Packaging Materials 


Paper Chemicals 


Papers, Printing 


Allied Paper r 137-138 
i an Writir Das 

% 115 
Appleton Coated Paper 


otf 


59-60 
“121-122 
24-25 


101-102 

93 

85 

| 

97 

28 

39-40 

}it-112 

Inside Back Cover 
8-12 


79-80 
21-22 
69-70 

99 


7 
32 


86 


Papers, Specialty 


137-138 


59-60 
81, 142 


101-102 
93 
14 


8-12 
21-22 


99 
96 


7 
73 


Paste-Up Type 


Photo Lettering & 
Typesetting 


Photo Prints, Quantity 


KA 


Photoengraving & 
Platemaking 





Adwertisers 


Postcards, Color Printing . 
136 
Black Box ie id Meyercord | 135 
129 Palm Bros. Decalcomania 
~8 3 r Ting é tr 110 
: ialti yraphing Cor 103 asti-Line 134 
Premiums & Specialties Bais jee Fett anaes Chedance: tac. aaa ae 
cuntene ie 118 : 
U yr ravur Back Cover Signs, Metal 


Projectors Srace Sian & MI 
A-Story |r Signs, Plastic 
Screen Process 


Plasti-Lir 
i 


Self-Sticking Specialties Stock Art 


Stock Printed Material 
Shipping Services 


United Air Line 


Sign Materials Stock Photos 


Presentation Material 


Signs & Identification Turntables, Display 
Materials 


KA 


& Mfg. ¢ 128 Vue 


ALPHABETICAL INDEX 


81 ndiana 


eLia-Korft Gear ( 


46, 51, 110, 142 
130 

131-132 

k 54 

51 


[ -102 

46 Emblem & Badge Mta. (¢ 51 

Fa h F r C 93 

sultle bber 48 

5 Fir Pruyn & r 85 

° Fraser Paper Ltd | 
59-60 Freedman Cut-Out 46 
ne. 81, 142 Friden Ir 18 


129 
54 
124 
103 
Das M 
Inside Back Cover 
Serv 118 
110 


103 


121-122 
50 
78 


95 
123 


24-25 

: tud 142 
+ Mfa. C 
Inside Front Cover 

ent Cardboard 6 
spples-Hesse Corp 55 


Typefounders 


A ry 


Typewriters, Composing- 
Reproducing 


Frid 


Typography 


Visual Aids 


16 
78 
123 
109 
78 
110 


Window & Store Display 


139 


4 
su Co. 134 
Back Cover 


Back Cover 
2 
52 
142 
45 
jio 139 
26 
32 
64 
Ve inte Pulp end Paver 
( 90-91 
Whiting-Plover Paper Co. 86 
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Frofened Soureed for 


Services and Supplies 


ADVERTISING SPECIALTIES 





SENSATIONAL 2 FOR 1 BARGAIN 


ORDER 1,000 IMPRINTED COMBS 
FOR Se EACH AND GET ANOTHER 1,000 


TM REE! 


ASSORTED COLORS) 
USE COMBS AS CALLING CARDS, 
DOOR OPENERS, ENVELOPE ENCLOSURES, ETC 


Action Advertising 30 fsceen°% 








ADVERTISING CIGARETTES 


Entire cigarette package 
features your ad message. 
Cigarettes imprinted with 
trade name or ad message. 
G. A. GEORGOPULO & CO., Inc. 


Cigarette Mfrs. Since 1905 
48 Stone St., New York 4 





“ 










BUY DIRECT 
FROM FACTORY AND SAVE ! 
ON TOP QUAL/TY-ADVERTISING 


PRINTED BALLOONS 


00) MIN.1M 
$20%=) INCLUDES 4LINES of PRINTING 


WRITE FOR CATALOG EPRICE LIST 


} DIPCRAFT MFG. COMPANY 
4830 HATFIELD, PGH.1, PA: 
as 






COLOR POST CARDS 


ia Ss a 


JUMBO—RETURN REPLY—ACCORDION CARDS 
CATALOGUE SHEETS—8'2 x 11 


25¢ ec. in 1M quantity 
COLOR PRINTS—OYE TRANSFER—TYPE C 
Write for Price List and Samples 
CORONA COLOR STUDIOS 
2 W 46th St. New York 36.N Y 





ART SUPPLIES 


-NELSON 










next the playboy jazz festival 
month the sales promotion 
in executive of the year 
ar all about miniatures 


April 1960 


142+ gD: 


LETTERING DEVICE MANIKINS 


RENT A GLAMOR GAL 





W day—and 
night without getting 









VARIGRAPH LETTERING INSTRUMENT 
Cuts Printing Costs — Speeds Production 


For new Free Catalog and Information write 


VARIGRAPH CO., 840 W. Lakeside St., Madison 1, W 


MADISONIA MANIKINS, INC. 
CHICAGO: 11 So. Desplaines DEarborn 2-6818 


NEW YORK: 152 W. 25 St., CHelsea 3-1550 


Pick a Bonus Combination .. . 





Here’s a package deal that’s fit to be tied and wrapped for economy. 


Combine your insertions in any two—or three—of these publications. 












* Advertising Requirements 
* Industrial Marketing 


* Advertising Age 





issued by Advertising Publications, Inc. 





By combining your total number of insertions 
you earn the best frequency discount for each, 
and the minimum rate-holder regulations apply 
for maximum economy. 


Advertising Requirements 
200 E. Illinois St., Chicago 11 








401/Circle on Readers’ Service Card 
Plastic Lamination 
. .. information on the advantages of 
lamination of printed materials from Gen- 
eral Binding Corp., laminator makers. 
(Page 100) 


402/Circle on Readers’ Service Card 
Lithographic Information 

. « « how lithographers can print on alu- 
minum foil is described in a booklet issued 
by Anaconda Aluminum Co, (Page 103) 


403/Circle on Readers’ Service Card 
Paper Samples 

. - are offered in a booklet of the Adver- 
tisers Paper Corp. featuring the company’s 
Bristol Cover. (Page 104) 


404/Circle on Readers’ Service Card 
Lens Gauze 

. . + @ sample of lens gauze, 7x11", will be 
sent on your request by Bebell & Bebell 
Color Laboratories. (Page 126) 


408 /Circle on Readers’ Service Card 
Tips on Pictures 

- and economies in their production are 
contained in house organs of New York's 
Arrow Photo Service Inc. (Page 128) 


406/Circle on Readers’ Service Card 
Consistent Prints 

- are one result of use of LogEtronics 
equipment, described in a folder from the 
Virginia firm. (Page 126) 


407/Circle on Readers’ Service Card 
Off-Beat Props 

. » » available from the Gilded Lily Em- 
porium are described in a catalog sheet 
from the establishment. (Page 126) 


408/Circle on Readers’ Service Card 
Services and Products 

. of Acrolite Products Inc. are described 
in the company’s 1960 catalog. (Page 126) 


409/Circle on Readers’ Service Card 
Supermarket Display Brochure 

. art panels and cutout letters for 
supermarkets are shown in a color bro- 
chure from HR Inc. (Page 134) 


+ 


| eae Adwertising 


Requirements 


ETA CE. 
NOI O 


*Send for these free helpful selling tools 


410/Circle on Readers’ Service Card 
Display-Tex Brochure 

. » Bemiss-Jason Corp. releases a bro- 
chure showing the many patterns avail- 
able in its registered flame-proof display 
paper. (Page 135) 


411/Circle on Readers’ Service Card 
Do-It-Yourself Exhibit 

. . » Design and Production Inc. offers a 
folder on a self-contained exhibit with a 
multi-use background and a kit of idea 
materials. (Page 106) 


412/Circle on Readers’ Service Card 
Uses of Microfilm 

. . . in daily business activity are told by 
Edward Rosse, Social Security official, in 
3M-distributed booklet. (Page 92) 


Readers’ Service Dept. 


8804 


Please have the following sent me: 


401 402 403 404 405 406 407 
408 409 410 411 412 413 414 
415 416 417 418 419 420 421 
422 423 424 425 426 427 428 
429 430 431 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Ill. 


413/Circle on Readers’ Service Card 
Export Staff Plan 

. a brochure explaining a plan, which 
provides experienced management help 
to companies interested in foreign markets, 
is released by Platka-Export. (Page 58) 


414/Circle on Readers’ Service Card 
Mailing List Booklet 

. « » 1960 industrial and business mailing 
lists, On a@ rental basis, are listed in the 
McGraw-Hill direct mail catalog. (Page 61) 


415/Circle on Readers’ Service Card 
Verifax Case Histories 

. . » Eastman Kodak presents 14 case his- 
tories of Verifax Copier applications in 
business and industry. (Page 61) 


TITLE 

COMPANY 
PRODUCTS SOLD 
ADDRESS 


CITY & ZONE 


*Note: inquiries for items listed 
not serviced beyond July 15, 1960. 





| eae | eee MEE Sears 


HRequirements 


*Send for these free helpful selling tools 


416/Circle on Readers’ Service Card 
Payroll Message Plan 

. @ copyrighted plan for emphasizing 
company benefits is described by Van R. 
Kelsey Co (Page 61) 


417/Circle on Readers’ Service Card 
Parcel Post Chart 

. a chart showing new parcel post rates 
at a glance is available from J. W. Clem- 
ent Co. (Page 61) 


418/Circle on Readers’ Service Card 
Klein Directory Folder 

. 1960 business directories, available 
for mailing or research purposes, are listed 
in the Klein catalog-folder. (Page 61) 


Tete 
SOTTO 


419/Circle on Readers’ Service Card 
Soft Drink Canning 

. American Can Co. offers a revised 
edition of the soft drink industry's technical 
canning manual. (Page 75) 


420/Circle on Readers’ Service Card 
Caution Label Catalog 

. « « @ variety of stock caution labels are 
illustrated in actual size in the Kirby 
Cogeshall Steinau catalog. (Page 76) 


421/Circle on Readers’ Service Card 
Last Year's Exhibit 

. a wall chart with an “exhibit evalua- 
tion” checklist is offered by Gardner, Rob- 
inson, Stierheim & Weis Inc. (Page 113) 


BUSINESS REPLY CARD 


First Class Permit No. 95 


Chicago, Ill. 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Ml. 


Readers’ Service Dept. 


8804 


Please have the following sent me: 


401 402 403 404 405 406 407 
408 409 410 411 412 413 414 
415 416 417 418 419 420 421 
422 423 424 425 426 427 428 
429 430 431 


*Note: inquiries for items listed 
not serviced beyond July 15, 1960. 
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422/Circle on Readers’ Service Card 
Birthday Gift Service 

. @ new gift service for business birth- 
day gifts is described by Birthday Minders, 
Div. Business Gifts Unlimited. (Page 42) 


423/Circle on Readers’ Service Card 

Panef Promotion Items 

... two new items, introduced for specialty 

use, are described by Panef Mig. Co. 
(Page 42) 


424/Circle on Readers’ Service Card 
Key Case 

. a plastic key case that prevents catch- 
ing or snagging is described in a sheet 
from Vinylcratft. (Page 50) 


425/Circle on Readers’ Service Card 
Instant Grip Wrench 

. » . Wirco Line describes wrenches that 
can be tightened with one hand, grip 
steadily. (Page 50) 


426/Circle on Readers’ Service Card 
Record Promotions 

. have many values to commercial 
sponsors, Record Promotions Inc. believes 
and tells why in a booklet. (Page 82) 


427/Circle on Readers’ Service Card 
New Typeface 

. . . Ludlow Typograph Co. has issued a 
brochure describing its new Record Gothic 
Extra Condensed typeface. (Page 68) 


428/Circle on Readers’ Service Card 
Craw Modern Bold 
. . 4s shown in various displays in a 
folder offered by American Type Founders. 
(Page 68) 


429/Circle on Readers’ Service Card 

Typefaces 

. . » from Italy are described and shown in 

a folder distributed by Amsterdam Contin- 

ental Types & Graphic Equipment. 
(Page 68) 


430/Circle on Readers’ Service Card 
Typefaces 

. . Offered in this country by Typefoundry 
Amsterdam are shown in a new folder. 


(Page 68) 


431/Circle on Readers’ Service Card 
Antique Types 

. @ folder from Typefounders Inc, illus- 
trates 17 antique faces now available on 
new point size castings. (Page 68) 


Setcieemcieonteienn 


Use these return cards 
for your copy of publications 
mentioned on this page 





POSEIDON Opaque 


ext, Cover oui Kristol 


ONE SUMMER DAY, a lithograph by STOW WENGENROTH 


f. ; ~f ‘i. ; ‘ 
TDhe radiant soli of Poseidon K paque tH sutes allention for 
. 4 . 4. . f 4 
the printed message wttiual a distracting glare. —" adds con— 
rast lo black and ulin eee extra spackle lo printing wales eee 
fp. ‘ } — (f/f ; ° 
and tls rich vellew finis 1 conveys anu added tecling of preslt. e. 


wi Vi shawl Apert Nl. 





Colorful transparencies in 

decorative P.O.P. Lantern 

Jackson Brewing Company 
New Orleans 


LET-US- SHOW YOU 

HOW-TO Light Up 

You? Promotion Program 
Write for descriptive literature and 


samples of Ullman Transparencies. 


No 
7IN 


not possible in 
paper prints... 


only obtainable in... 


ULLMAN GRAVURE 
FULL COLOR 
PLASTIC 
TRANSPARENCIES 


Only ULLMAN builds a light-refracting surface 
into each TRANSPARENCY .... reproduces any 
kind of picture copy on clear plastic, printing on 
both sides in perfect register. You get sensational 
color build-up in front of the light....a LUMI- 
VOSITY which is unequalled.... because no 
printing screen breaks up the continuous tone pic- 
ture. If the Shadow Box light should go out, your 
advertisement remains magnificently colorful. 


Vo wrinkling, no warping, no matter what the atmos- 
pheric condition. No fading in front of a light source. 
{ny size up to 37” x 49". 


ULLMAN GRAVURE, INC., 

319 McKIBBIN ST., BROOKLYN 6, N. Y. 
A division of The Ullman Company, Inc 
HYacinth 7-3700 Established 1888 


FOREMOST PRINTERS IN PHOTOGELATIN AND GRAVURE PROCESSES — 
SPECIALISTS IN COLOR DISPLAYS ON PAPER AND PLASTIC 





